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‘K. C. Star’ Took 
Ads as a ‘Favor,’ 
Adman Testifies 


Kansas City, Jan. 27-——-Kansas 
City advertising executives were 


major witnesses in the second 
week of the anti-trust trial of the 
Kansas City Star and its advertis- 
ing director, Emil A. Sees, before 
Federal Judge Richard M. Duncan. 

The government, presenting its 
case before a 12-man jury, is try- 
ing to prove the misdemeanor 
charges of attempt to monopolize 
and monopolization of the dis- 
semination of news and advertis- 
ing in the Kansas City metropoli- 
tan area. The trial started Jan. 17 
and is expected to take at least 
two months for completion. More 
than a score of witnesses have 
given testimony on the newspa- 
per’s advertising practices. 

After C. Gordon Anderson, pres- 
ident and general manager of 
Peck’s, a department store here, 
from March, 1939, to June, 1941, 
testified the store made a profit 
for the first time in ten years aft- 
er “it dropped the Star” and ad- 
vertised exclusively in the Kansas 
City Journal-Post, which  sus- 
pended publication in 1942, a 
defense lawyer, Carl E. Enggas, 
contended Peck’s got its advertis- 
ing in the Journal-Post at one- 
third the price others paid. “I don’t 
know what other advertisers paid,” 
Mr. Anderson said in answer to a 
question by Mr. Enggas. 

Another former president of 
Peck’s, Phillip J. Troy, St. Paul, 

(Continued on Page 57) 
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MIDWEST DEBUT—This ad for Whirlpool Corp.’s distributor, Graybar 
Electric Co., Chicago, is the first newspaper ad prepared for the 
client by Kenyon & Eckhardt since the agency took over the account 
Jan. 1 (AA, Nov. 22). The spread ran in the Chicago Daily News 
Jan. 26 and is the opener in a Chicago newspaper schedule. 


Were They Up or Down?... 


Babb and Nielsen Give Different 
Figures on Soap and Detergent Sales 


NEw York, Jan. 27—Members 
attending the annual convention 
of the Soap and Glycerine Pro- 
ducers were surprised today when 
they heard in one speech that 
over-all total sales of soaps and 
synthetic detergents had slightly 
declined, and in another speech 
that sales had increased. 

In his annual review of the year, 
J. J. Babb, president of Lever 
Bros. Co. and acting president of 


ARF Ratings Report Is Blasted, Defended 
in Impromptu Debate by Denenholz, Ule 


New York, Jan. 26—One of the 
sharpest attacks yet against the Ad- 
vertising Research Foundation’s 
controversial report on radio and 
television methods was made today 
by Daniel Denenholz, research and 
promotion director of the Katz 


Don’t Chuck This 
Woodchuck’'s Chin; 
He Hasn’‘t Shaved 


Cuicaco, Jan. 28—Okay, chief, 
you asked for our annual Ground- 
hog Day story. 

According to the American Med- 
ical Assn., Dr. Gibson E. Craig, 
Montreal, has found that shaving 
against the grain is what causes 
much skin trouble—‘folliculitis.” 
Pulling the skin tight in shaving, 
says Dr. Craig in Archives of Der- 
matology for January, depresses 
the follicular mounds from which 
the beard bristles sprout. The de- 
capitated mounds naturally get 
sore. Against-the-grain shaving 
does the same thing, and so does 
shaving with an electric mower if 
the machine is “pushed in all di- 
rections across the face.” 

So next Wednesday, when the 
groundhog pokes his face out of 
the hole, he’ll be a happy chap, for 
he doesn’t shave at all—rain or 
shine. 


Agency. 

He spoke at the time buying and 
selling seminar of the Radio & Tele- 
vision Executives Society today. He 
was followed on the program by 
Kenyon & Eckhardt’s Maxwell Ule, 
who immediately defended the re- 
port. Mr. Ule is chairman of the 
committee that drew up the ARF 
standards. 


® Mr. Denenholz made this four- 
point indictment: 

1. Inadequate sample size. He 
pointed out that there are 430-odd 
tv stations and more than 2,600 
radio stations plus fm outlets in 
the U. S. 

“You find wider diversification 
and a growing trend toward spe- 
cialized programming among radio 
stations,” he said, and asked, “Can 
a sample that is used to measure 
the audience of two, three, four or 
perhaps seven tv stations with 
more or less of the same type of 
audience appeal be adequate to 
measure the audiences of 11, 15 
and up to 34 or more radio sta- 
tions?” 

2. Acceptance of set tuning as 
the measure of exposure is another 
“area of controversy.” He said this 
rules out all methods except re- 
cording devices. He charged that 
the method seriously short-changes 
radio by making it difficult to 
measure all radios in a single 

(Continued on Page 8) 


the Assn. of.American Soap and 
Glycerine Producers Inc., said that 
total soap and synthetic detergent 
sales in 1954—3,506,926,000 lbs.— 
had declined 1.5% from 1953. 

He said that although detergent 
sales were up 10.2%, the increase 
didn’t compensate for the 12.4% 
decrease in soap sales in 1954. 


= On the other hand, “new highs 
again in 1954” were described by 
V. J. Stomberg, v.p. of A. C. Niel- 
sen Co., in his special presentation 
of the Nielsen Food Index to the 
soap makers. 

“Dollar and tonnage sales of 
household soaps and detergents 
reached new highs again in 1954 
with dollar volume up 7% over 
1953 and tonnage movement 5% 


(Continued on Page 60) 
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Rickard & Co. Is Amalgamated 
with Marsteller, Gebhart & Reed 


Liggett-Rexall Head 
Deplores ‘Junked Up’ 
Displays in Stores 


NEw YorK, Jan. 27—Users and 
suppliers of point of purchase dis- 
plays are “junking up” drug 
stores, the Point-of-Purchase Ad- 
vertising Institute was told yester- 
day. 

Ade Schumacher, president of 
Liggett-Rexall Drug Stores, speak- 
ing at a POPAI forum luncheon of 
advertisers, agencies and display 
suppliers, said: “You are anxious 
to get that added 1-2% in volume 


by junking up the stores, by pil-| # 


ing things on counters and by 
cluttering up the aisles.” 

Such displays, he said, often 
cause drug stores to lose as much 
as 10% in volume, in departments 
carrying good gross profit items, 
when these departments are 
blocked up or blacked out by dis- 
plays. 

“POPAI misses the importance 
of departmentalization and the 
fundamental basis by which we 
judge a real merchant,” he said. 
“A true merchandising genius is 
one who cuts the hell out of cer- 
tain leader items in a department, 
yet has the department so com- 
plete with companion items that 
the over-all gross profit of the de- 
partment is greater because of the 
loss leader items.” 


= Not all of what Mr. Schumacher 
had to say was unkind to the in- 
stitute. 

“What amazes me is how POPAI 
is thought of as a step-child and 
without too much importance be- 
cause of its infancy,” he said. “Its 
importance is just becoming recog- 
nized.” 

He offered this advice: 

“If you aren’t thinking of help- 

(Continued on Page 61) 


Last Minute News Flashes 


Sackheim to Handle American Cyanamid Dyestuff 
New York, Jan. 28—American Cyanamid Co. has named Ben Sack- 
heim Inc. to handle the dyestuff department of the organic chemicals 
division, which will entail advertising of dyestuffs for the textile, 
plastics and soap industries. Sackheim already handles American 
Cyanamid’s textile resin department, acquired—as was the dyestuff 
department—from Hazard Advertising Corp. in September. 


R&R, American Airlines End 18-Year Relationship 
New York, Jan. 28—American Airlines and Ruthrauff & Ryan will 


break off an 18-year relationship 


as of May 1. Ruthrauff & Ryan 


is assisting the airline in screening and selecting another agency. 


No Code for TV Films, Let Stations Edit, Says NARTB 


HOLLYwoop, Fia.,@an. 28—The board of directors of National Assn. 
of Radio & Television Broadcasters today voted to kill a proposal to 
bring film producers under the tv code. The proposal was based on a 
suggestion from the Senate’s juvenile delinquency committee, which 
pointed out that tv films are uncensored. As an alternative, the NARTB 


directors suggested stations amend 


their film contracts, reserving. the 


right to edit fitmsim compliance with the code. 


Boonton Molding Names Ellington & Co. 

New York, Jan. 28—Boonton Molding Co., Boonton, N. J., has ap- 
pointed Ellington & Co. to handle advertising for its Boontonware 
division. Promotion of Boontonware dinnerware, molded of Melmac, 
will include local tv, newspapers and national magazines. Ellington 


succeeds Milton Anderson Co. 


(Additional News Flashes on Page 61) 


New YorK, Jan. 27—Latest 
merger in the advertising agency 
field has brought about the crea- 
tion of a new company—Marstel- 
ler, Rickard, Gebhardt & Reed. 

Formed through the amalgama- 
tion of one of the country’s oldest 
industrial agencies—Rickard & Co., 
New York, which started business 
in 1912—and a relative newcomer, 
Marsteller, Gebhardt & Reed, Chi- 
cago and Pittsburgh, which began 


H. L. Fisher Wm. Marsteller 


operations only four years ago, the 
new agency was announced in a 
joint statement by H. L. Fisher 
and William A. Marsteller, presi- 
dents of the two merged organiza- 
tions. 

“Under the new arrangement,” 
the statement said, “we now are 
able to offer clients a complete 
advertising, public relations and 
marketing service in three of the 
nation’s most highly concentrated 
industrial areas—New York, Chi- 
cago and Pittsburgh. We feel that 
this will enhance our worth to 


(Continued on Page 4) 


Congress Speeds 
Postal Pay Boosts; 
Rate Raise Bill Lags 


WASHINGTON, Jan. 26—The Sen- 
ate and House post office com- 
mittees have given top priority to 
administration programs for high- 
er postal salaries. They have 
pushed aside—for the present, at 
least—the accompanying request 
for increases in rates and new 
rate-making procedures. 

Both committees are already in- 
volved in hearings on the politi- 
cally-popular pay hike bill which 
adds a minimum of $130,000,000 
to postal payroll costs. No deci- 
sions have been made on the han- 
dling of the rate bill. 

Rep. Tom Murray (D., Tenn.), 
chairman of the House post office 
committee, and Rep. Ed Rees (R., 
Kan.), ranking minority mem- 
ber, have introduced identical bills 
to raise the unprecedented $342,- 
900,000 of new revenue that the 
administration is asking. Though 
there have been conferences in- 
volving Postmaster General Sum- 
merfield and leaders of the Senate 
post office committee, the bill has 
yet to be introduced in the Sen- 
ate. 


= In addition to the steep rate in- 
creases, the bill enters a new area 
of controversy by providing for 
the establishment of an indepen- 
dent rate-making commission to 
take over postal rate revision re- 


(Continued on Page 61) 
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Do Boxes Have Sex Appeal...? 


Container Corp. Livens ‘Humdrum’ 
Field with 20-Year Design Program 


Packaging Firm’s Famed 
Institutional Ads Seek 
‘Visibility,’ Not Sales 


By L. S. Botts 

CHIcaGo, Jan. 25—“We try to 
breathe a little sex appeal into an 
otherwise humdrum business.” 

With this characteristic bit of 
understatement, Walter P. Paepcke 
tries patiently, and for the nth 
time, to explain one of the famous 
—and misunderstood—advertising 
and public relations programs in 
American business: Container 


OUT OF CONFLICT—Current ad in the 
Great Ideas series is this six-color 
cutout with which artist Leo Lion- 
ni illustrates Epictetus’ definition 
of the beginnings of philosophy. 


Corp. of America’s “institutional” 
program. 

The reporter, prepared for a 
rhetorical onslaught in the name of 
modern art, is somewhat taken 
aback by the simplicity of the 
principle enunciated by Container 
Corp.’s board chairman. But he 
admits that, whatever “sex appeal” 
may be, it seems to possess re- 
markable vitality. 


# For it is nearly 18 years since 
Mr. Paepcke first tried to liven up 
the packaging industry with a 
series of “gallery art” institutional 
ads using what, for the time, was 


_|a microscopic copy line of seven 


words. And from first to last the 
Container Corp. program has con- 
tinued to get far more than its dol- 
lar’s worth in public notice, rang- 
ing from high praise to high out- 
rage. 

The most recent recognition 
came this month when Industrial 
Marketing honored Container 
Corp.’s current Great Ideas cam- 
paign by naming Mr. Paepcke its 
Industrial Advertising Man of the 
Year—even though the recipient is 
not, and has never been, an ad- 
man. 

A fair example of the strange 
position which Container Corp. oc- 
cupies in the advertising field is 
the series of caveats with which 
Industrial Marketing’s Copy Chas- 
ers cushioned their selection of 
Mr. Paepcke: 


= “We have reached our decision 
..» they declared, “in full con- 
sciousness that: 

“Many of you may have a really 


(Continued on Page 16) 


Mutual Lists 
Top Sponsors, 
Agencies in 54 


New York, Jan. 20—And then 
there was one. 

In the old days of radio, three 
major networks used to release a 
list of their top advertisers and 
agencies at the end of the year. 
Never the type to bandy figures 
about, NBC didn’t. 

A few years ago, after CBS had 
forged into the lead in the billings 
battle, that network likewise de- 
cided to lower the curtain on this 
type of information. 

Which, of course, left only ABC 
and Mutual still making the ex- 
penditures of their freest spending 
sponsors and their agencies avail- 
able for publication. 

Came 1955, ABC, which now 
considers itself a major contender 
for television leadership, joins the 
no-comment contingent as regards 
radio billings. 

And that leaves Mutual, which 
estimated its gross time billings for 
1954 at $20,430,377. (All figures 
are in except December, which is 
estimated.) This is a drop of 11.8% 
from the 1953 level. The money 
came from 74 advertisers, whose 
business was placed through 57 
agencies. 


= Top spender on MBS was S. C. 
Johnson & Son, with billings of 
$1,868,637. Next in line was P. 
Lorillard Co., with $1,572,342. 
Mutual’s agency list was topped 
by J. Walter Thompson Co., which 
placed time amounting to $2,514,- 
506 for Florida Citrus Commission, 
Credit Union National Assn. and 
(Continued on Page 58) 


If All Else Is Equal 
Newspapers Will Not 
Get TV, FCC Rules 


(See other story on Page 17) 

WASHINGTON, Jan. 25—After re- 
considering its decision in the 
three-way contest for Channel 13, 
Tampa, the Federal Communica- 
tions Commission today reaffirmed 
its decision to give the permit to 
Tampa Television Co. 

In its new ruling, the commis- 
sion rejected the appeal of Tampa 
Times Co., which contended that 
it was eliminated unfairly on the 
newspaper ownership issue. 

But, FCC said, it considered that 
Tampa Times Co. and Tampa Tel- 
evision Co. were about even on 
programming and other major 
considerations. It said that where 
other factors are equal it feels 
justified in ruling for the non- 
newspaper applicant. 

Tampa Times Co. said an ele- 
ment of unfairness resulted, be- 
cause FCC previously awarded 
Channel 8 to its competitor, the 
Tampa Tribune. FCC said the 
award to the Tribune was made in 
the Channel 8 case because the 
Tribune was the superior appli- 
cant on a number of counts. 


s Commissioner John Doerfer 
dissented, pointing out that owners 
of radio station WALT, Tampa, 
who are associated with Tampa 
Television, were previously in- 
volved in a renewal proceeding, 
and “the commission should not 
now reward this applicant with a 
television grant.’’ Chairman 
George McConnaughey, whose 
‘appointment is still pending be- 
fore the Senate interstate com- 
merce committee, also registered 
\a dissent. This action was unusual, 
as Mr. McConnaughey has ab- 
\stained in most previous cases. 


NEW NESTLE iNSTANT—Page ads like 
this will introduce Nestle’s Instant 
Coffee to Californians this week. 


Nestle Introduces 
All-Climate Coffee 
to Coast Consumers 


WHITE Ptains, N. Y., Jan. 25— 
Nestle Co. is introducing Nestle’s 
Instant Coffee on the West Coast 
with an all-out newspaper, radio 
and television campaign, duly not- 
ing its usefulness in the iced as 
well as hot form of the beverage. 

Donald Cady, v.p. in charge of 
advertising, announced here that 
four-color pages will start run- 
ning this week in newspapers in 
San Francisco, Los Angeles, Long 
Beach, Pasadena, Sacramento, 
San Bernardino, San Diego, Santa 
Ana, Riverside, Richmond, Stock- 
ton and San Jose. They will be 
followed by 1,200-line ads “re- 
peated with high frequency,” Mr. 
Cady said. 

One-minute spots—jingles and 
spoken messages—are scheduled 
on a semi-saturation basis for 
radio stations in San Francisco, 
Los Angeles, Stockton, Sacramento 
and San Diego. Television spots 
will run in San Francisco, Los 
Angeles and San Diego. 


= Nestle’s Instant Coffee already 
has been introduced in eastern 
markets. It is a companion blend 
to Nestle’s big seller, Nescafe, and 
sells for the same price. 

Full price couponing will be 
used in the Los Angeles area. In 
San Francisco, Nestle will feature 
a special carton containing two 
two-ounce jars for the price of 
one. 

Mr. Cady pointed out that 
Nestle’s Instant Coffee is highly 
soluble in cold water as well as 
hot and therefore is “especially 
suitable for iced coffee, which 
should make it a favorite with 
Californians.” 

Bryan Houston Inc., New York, 
is the agency. 


Ambrose Back at Biow-Beirn 
Warren F. Ambrose has rejoined 
Biow-Beirn-Toigo, New York, as 
a tv writer and visualizer after a 
short stay with McCann-Erickson. 


JOHN B. POOR, U.p. and general 
counsel of General Teleradio Inc., 
has been named exec. v.p. of Mu- 
tual Broadcasting System, New 
York. Mr. Poor fills a post that 
has been vacant for several years. 


Critic Blames 
Admen for Drop 
in Beer Sales 


Cuicaco, Jan. 25—The beer in- 


Hopkins, executive manager of the 
National Beer Wholesalers’ Assn. 
of America, told admen members 


No. 170 yesterday. 

Beer sales, 
Hopkins, dropped 4% in 1954, 
compared to 1953. And in ’53, sales 
volume was at 62% of the indus- 
try’s 125,000,000 bbl. capacity. 

In addition, he said, brewery 
profits have been off 50% for the 
past five years, and breweries 
folded at the rate of one every 
three weeks last year. 


= One charge leveled against ad- 
vertising people was poor selec- 
tion of media. According to Mr. 
Hopkins, tv advertising doesn’t sell 
beer. Sales drop, he said, in direct 
proportion to the money spent on 
tv. One large brewer, for instance. 
spent over $2,309,896 on network 
tv in 1953 and is “in a bad way 
now,” Mr. Hopkins said. 

He said that newspaper advertis- 
ing has proved to be the No. 1 
medium for beer, judging from the 
rise and fall of brewers either 
using or neglecting this medium. 
The four top-selling brewers, he 
pointed out, are Anheuser-Busch, 
Ballantine, Liebmann and Schlitz. 
All of these devote about two- 

(Continued on Page 63) 


Pabst Plugs 
Potato Chips 


CuicaGco, Jan. 27—Beer and po- 
tato chips were plugged by Pabst 
Brewing Co. during National Po- 
tato Chip Week—Jan. 24-28. Po- 
tato chips were suggested as a 
natural with beer on the Pabst 
Blue Ribbon Bouts tv show Jan. 
19 and 26. 

The agreement with the potato 
chip makers was an informal one 
in which Pabst agreed to plug po- 
tato chips and provide the key 
speaker for the Potato Chip Insti- 
tute convention this week in Chi- 
cago. 

Manufacturers sent bulletins out 
to all their sales people telling 
them about the Pabst plug and ad- 
vising a display tie-in. 


a O. D. Wittenberg, Pabst direc- 
tor of marketing, told the Potato 
Chip Institute that “potato chips 
got a terrific plug Wednesday 
night....but how much better it 
would. have been for all concerned 
if we could have gotten together 
six months ago and come out with 
the idea of a nationwide promo- 
tion in which our 850 distributors 
could have tied in with your com- 
plete organization.” 

Mr. Wittenberg also offered 
some suggestions to the potato chip 
people about merchandising and 
advertising their product. He sug- 
gested, for instance, that manufac- 
turers consider packaging as one 
of their most important jobs. 

“Today’s manufacturers realize,” 
he said, “that the advantages of 
|good packaging tend to break 
down the sales resistance of the 


| wholesale buyer for chain or single motions at the dealer level in order 


outlets as well as the retail buyer | 


at the point of sale.” 

He asked about the possibilities 
of packaging potato chips the way 
crackers are packaged, that is, 
“one container. . .divided into three 
or four separate cello-wrapped 
packages.” 


dustry is in trouble and advertis-| | 
ing people must shoulder a major| | 
share of the blame, Russell H. 


of American Legion Chicago Post} =, 


according to Mr.| * 
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EASY HOiST—The new Ultralite 
Samsonite luggage, made of mag- 
nesium, will be introduced nation- 
ally in a late June issue of Life 
with a four-color spread by 
Schwayder Brothers, Denver 
(Grey Advertising Agency), and 
this accompanying four-color page 
by the Dow Chemical Co., Mid- 
land, Mich. (MacManus, John & 
Adams). 


Schwayder, Dow Join 
in Drive Promoting 


Magnesium Luggage 


NEw York, Jan. 27—Schwayder 
Brothers will introduce Samsonite 
Ultralite luggage, made with mag- 
nesium, next month in four mar- 
kets, backing it up with two-min- 
ute tv commercials on “Mr. Dis- 
trict Attorney” and _ four-color 
pages in 11 Sunday supplements. 

The Denver company, which 
unveiled the luggage at a press 
preview here today, will open the 
campaign market by market in 33 
cities before going into national 
advertising in June. 

A four-color spread announcing 
the new luggage will be carried 
in a late June Life issue, with an 
adjacent page by Dow Chemical 
Co., Midland, Mich., magnesium 
manufacturer. A four-color back- 
page ad is slated for July Holiday. 

Four-color page ads are sched- 
uled for Sundays, April 24-May 
15, in the Boston Globe, Indiana- 
polis Star, Miami Herald, Milwau- 
kee Journal, New York Times 
Magazine, Phoenix Republic, Pitts- 
burgh Press, Portland Oregonian, 
Richmond Times Dispatch and St. 
Louis Post Dispatch. 


s The two-minute tv commercial 
on “Mr. District Attorney” will be 
evenly split—one minute telling 
about Dow magnesium and one 
devoted to the story of Samsonite 
Ultralite made of the ultra-light 
metal. 

The campaign will open in Feb- 
ruary in Dallas, Denver, Los 
Angeles and Salt Lake City. In 
March it will begin in Houston, 
San Antonio, San Francisco and 
Seattle. 

The Ultralite line will consist 
of men’s and women’s luggage re- 
tailing from $22.50 to $37.50. The 
luggage, made of magnesium 
covered with welded vinyl, is 25% 
lighter than current luggage. 

The ad campaign, handled by 
Grey Advertising Agency, New 
York, will be broadened after dis- 
tribution becomes national and 
will include radio spots and addi- 
tional magazines. 


Gruen Plans Spring Drive 


The spring campaign for Gruen 
Watch Co. will feature heavy pro- 


to create consumer traffic. Na- 
tional, advertising will run in 
Collier’s, Holiday, Life, Look, The 
New Yorker and The Saturday 
Evening Post, supported later by 
additional media. Grey Advertis- 
ing Agency, New York, is the 


agency. 
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‘Big Lie’ Standard 
in Cigaret Ads, 
Says Roy Norr 


New York, Jan. 26—Roy Norr, 
the indefatigable fighter against 
cigarets, returns to the warpath in 
the February Christian Herald 
with a cover-featured article, 
“Cigarets Are Aiming at Your 
Heart.” 

Denouncing the “huckstering of 
a product that carries disease and 
death in its wake,” Mr. Norr calls 
for a public campaign against the 
“murderous advertising” of tobac- 
co companies on radio and televi- 
sion, 

Mr. Norr, who puts out a month- 
ly newsletter on smoking and 
health, summarizes the evidence 
linking heart ailments with smok- 
ing, illustrating his report with 
blood-curdling case histories. 

He cites one case in which to- 
bacco addicts afflicted with Buer- 
ger’s disease “deliberately suf- 
fered quadruple amputations— 
both hands and legs—rather than 
quit smoking.” In another case, 
a patient was cured of gangrene of 
the toes by abstinence from smok- 
ing, but was induced to resume by 
the “claims made for filtered cig- 
arets.” Soon his disease returned, 
with signs of “pregangrenous in- 
volvement of the tips of two toes.” 


a Mr. Norr decries the filter cig- 
aret as “the greatest advertising 
hoax ever perpetrated upon the 
American people by an industry 
which has made the Big Lie the 
ruling principle of its advertising 
on the radio, in the press and over 
television.” 

He quotes the American Medical 
Assn. to show that “no known 
holder-filter or cigaret-filter re- 
moves sufficient nicotine from to- 
bacco to affect the circulatory re- 
action to smoking.” 

In winding up his blast, the 
angry Mr. Norr asks: “What can 
you do?” He goes on to answer: 

“You can demand of the net- 
work chieftains that they cease to 
accept such murderous advertising 
on the airwaves owned by the peo- 
ple of the U. S. They dare not ac- 
cept hard liquor advertising since 
public opinion has made itself felt 
on that issue; if public opinion 
decrees, they will not accept cig- 
aret advertising. 

“You can demand action from 
the Federal Communications Com- 
mission in the public interest. 


s “You can ask your congressman 
and senator to help initiate legis- 
lation declaring tobacco a drug— 
which incontestably it is. Tobacco 
products should be subject to the 
same regulation with regard to the 
production, sale and advertising as 
are other drugs. 

“What is at stake? Lives—hun- 
dreds of thousands. And perhaps 
your life.” 

A paragraph at the end of the 
Christian Herald story advises 
readers: “Reprints of this article 
are available at 25¢ for 4 copies, 
or at 4¢ each in lots of 100 or more. 
Address the author: Roy Norr, 11 
W. 42nd St., New York, N. Y.” 


Furnace Co. to Henri, Hurst 
Holland Furnace Co., Holland, 
Mich., has appointed Henri, Hurst 
& McDonald, Chicago, to handle its 
advertising. Lindeman Advertising 
Agency, Holland, formerly handled 
the company’s publication adver- 
tising, and Warwick & Legler, New 
York, previously handled radio-tv. 


‘Baby Talk’ Boosts Rates 

Effective with the July issue, 
Baby Talk, New York, will raise 
its circulation guarantee from 400,- 
000 to 450,000 and its bkew page 
rate from $2,540 to $2,855. 


Mechanization Wins 
in Philadelphia as 
Nags Lose P.O. Jobs 


PHILADELPHIA, Jan. 25—The tra- 
ditional Dobbin, who has been 
plying the narrow mid-city streets 
here for decades, delivering special 
delivery and parcel post mail for 
the U. S. Post Office, is really on 
the way out this time. 

Even though nobody at the 
Philadelphia Post Office wanted 
to talk about it to ADVERTISING AGE, 
it actually was an open secret that, 


within weeks, the 24 horse-drawn | 
wagons will be retired perma-. 


nently. 

Tip-off came when postal of- 
ficials admitted 27 motorized vehi- 
cles of three different types are 
waiting for the signal to replace 
Dobbin and his wagon. 

Rumor here is that the new ve- 
hicles are of the milk-wagon type, 
with right-hand drive, to enable 
the mailman-driver to hit the 
sidewalk without climbing over a 
seat. 

The horse-and-wagon delivery 
system here has been a bone of 
contention for many years. One 
survey indicated that, even in a 
mechanized era, Dobbin was best 
for mid-city deliveries, because 
his pace was slow enough to ena- 
ble carriers to hop on and off, 
carrying parcels. 


# Anyway, the horse can make 
better time, the surveyors said. 
Besides, upkeep is less expensive. 

Since September, 1953, however, 
the department has experimented 
with motor trucks on five of the 
29 downtown routes. Beginning 
Feb. 1, a fleet of 12 new half-ton 
Twin Coaches, 10 three-quarter- 
ton Dodge trucks, and five ad- 


ditional one-ton experimental 
trucks will take over the remain- 
ing routes. 


In any case, the charioteers no 
longer will sleep at the reins while 
deliveries are being made. Motor- 
ists, who for years have screamed 
at the slow horse-drawn wagons, 
henceforth can only swear at the 
new delivery trucks. 


Wrigley Makes Basic 
Change in Daily 
Comic Strip Ad Copy 


CuHIcaco, Jan. 25—A basic 
change in copy running in news- 
papers and tying in with the comic 
strips by means of L-shaped ads 
has been adopted by the Wm. 
Wrigley Jr. Co. for Wrigley’s 
Spearmint chewing gum. 

For the past six years these 
small ads, appearing as often as 
six times a week in papers of cities 
with more than 100,000 circula- 
tion, have been designed in comic 
strip style, with illustrations and 
conversation balloons similar to 
the editorial material on this page. 

Now Wrigley has abandoned the 
cartoon-type ad in favor of strong 


display and straight selling copy 
which features keeping teeth at- 
tractive, watching weight, sweet- 
ening the breath and enjoying 
wholesome refreshment. 

The series is running in most 
cities of over 10,000 population, 
and appears at least three times a 
week, with special emphasis on 
larger centers of population. 


MAN OF THE YEAR—Clyde Bedell (center), Advertising Age columnist, 

is awarded a plaque signifying his election as the first member of 

the Retail Advertising Hall of Fame by a poll of 2,000 retailers. The 

presentation was made at the third annual Retail Advertising Con- 

ference, sponsored by Budd Gore (right), Halle Bros. sales promo- 

tion manager, and Ralph Heineman (left), head of the Chicago ad- 
vertising service firm bearing his name. 


Imaginative Promotions Offer Better 
Appeals than Price Ads, Retailers Told 


CuicaGco, Jan. 25—Retail admen 
must not let themselves be “sold 
down the river” on the idea that 
emphasis on low prices is the only 
way to get sales results, a depart- 
ment store promotion director de- 
clared Sunday. 

Addressing the third annual two- 
day Retail Advertising Conference 
here, Albert Myers, of Myers Bros. 
store, Springfield, Ill., added: 
“Don’t get me wrong; price has its 
place in all our stores. But I be- 


Publisher Cites 
‘Newsday’ Gains, 
Hits ‘Cassandras 


PHILADELPHIA, Jan. 25—Empha- 
sizing that changing times and new 
forms of competition call for new 
publishing methods, Alicia Patter- 
son, editor and publisher of News- 
day, Garden City, N. Y., daily, in 
a talk prepared for delivery here 
tonight before the Poor Richard 
Club, declared, “We have heard 
too often lately Cassandra-like 
voices prophesying doom for the 
Fourth Estate.” 

Admitting that the number of 
newspapers has dropped from 
about 2,600 to about 1,700 in the 
past 50 years, Miss Patterson at- 
tributed this trend to the high cost 
of publishing and the apathetic at- 
titude of publishers in fostering the 
development of new techniques. 

“Oddly enough,” she said, “de- 
spite research on 40 _ projects, 
which is now actively being car- 
ried out at Easton, Pa., under aus- 
pices of the American Newspaper 
Publishers Assn., publishers have 
been apathetic. While practically 
all of them are enthusiastic about 
the laboratory when they visit it, 
many evidence a strong skepticism 
when asked to try out a new de- 
vice or method. 


= “I suspect this may be due to 
the skepticism of their mechanical 
foremen and superintendents, who 
are old dogs refusing to learn new 
tricks. 


“The thin margin of profit that| 


most publishers work on should 


persuade them that their salvation | 


lies in modernizing the outdated 
and cumbersome machinery now 
in use,” Miss Patterson said. 

Concerning competitive media, 
particularly television, she said, 
“Too much hullaballoo has been 
raised over this bogey man.” 
Neither tv nor any similar device 
of the future, she said, will sup- 
plant a real newspaper. 

“A newspaper,” Miss Patterson 
insisted, “can provide perspective 


(Continued on Page 6) 
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lieve that if we as alert advertising 
executives are willing to promote 
in the true sense of the word, we 
will continue to be the key store 
in the community in which we are 
located.” 


= He recommended (1) that at- 
tention be given to building traffic, 
even in well established stores 
(“Notre Dame Cathedral has stood 
for six centuries and yet they ring 
the bell every day to let people 
know they are there’) and (2) 
that stores develop distinctive slo- 
gans for use in all store advertis- 
ing (“I wonder if we have made 
{the store] slogan as familiar as 
our signature cut’). 

Mr. Myers also urged the retail 
admen to stage more promotions, 
such as styte shows integrated with 
local flower exhibits, and coordi- 
nate themes with holiday selling 
events. 

A highlight of the conference, 
sponsored by Budd Gore, sales pro- 
motion manager of Halle Bros., 
Cleveland, and Ralph Heineman, 
head of the Chicago advertising 
service firm bearing his name, 
was selection of Clyde Bedell as 
first member of the Retail Adver- 
tising Hall of Fame. Mr. Bedell, 
advertising consultant and ADVER- 
TISING AGE columnist, was named 
in a poll of 2,000 retailers. 

Carlton R. Asher, advertising 

(Continued on Page 34) 


Color Ads Spark 
Masonite’s ‘55 Push 
in 68 Publications 


CHICAGO, Jan. 
illustration, absent for five years 
from Masonite Corp.’s magazine 
advertising, will return in the 
company’s expanded 1955 sched- 
ule. 

Opening advertisements in the 
consumer and farm magazine 
campaign will start with a color 
page in March Better Homes & 
Gardens and April 
Home, according to James H. 
Hurley, advertising manager. Bew 
ads will be used in Farm Manage- 
ment, Fortune, Home Maintenance 
& Improvement, Home Moderniz- 
ing, House Beautiful, House & 
Garden, Household, Living for 
Young Homemakers, New England 
Homestead, Pacific Northwest 
Farm Quad, Popular Mechanics, 
Popular Science, Poultry Tribune, 
Progressive Farmer, Small Homes 
Guide, Successful Farming and 
Sunset. 

The entire schedule, including 
publications in building, lumber, 
retailing and other business fields, 
provides for insertions in a total 
of 68 magazines and papers. The 
campaign is being handled by the 
Buchen Co., Chicago. 


American | 


Philco Slates 
$33,000,000 for 
‘95 Advertising 


PHILADELPHIA, Jan. 27—Philco 
Corp. again in 1955 will spend ap- 
proximately $33,000,000 for adver- 
tising and promotion on all prod- 
ucts. 

The budget, ApvVERTISING AGE 
learned, will be about the same as 
in 1954 with the exception of con- 
centration on radio as against the 
“Breakfast Club’s” tv portion of 
the daily ABC simulcast. 

To replace the latter, Philco will 
begin sponsorship Feb. 19 of “Pho- 
norama Time,” a new half-hour 
radio show on Mutual, starring 
singer Johnny Desmond, who has 
left the “Breakfast Club,’ where 
he starred for several years. 


# The new radio show will supple- 
ment the radio sponsorship of the 
“Breakfast Club” by Philco, now 
in its 1lth year. The Saturday 
morning show, beamed at teen- 
agers, will be heard on 565 stations. 
It will be used mainly to promote 
Philco’s line of phonographs, the 
first time the company has de- 
signed a specific promotion for this 
comparatively new line of home 
instruments. 

Phileco’s pattern of balancing 
newspaper space in major mar- 
kets with full-color spreads in Life, 
Look and The Saturday Evening 
Post, among cther consumer mag- 
azines, also will be continued 
throughout the year, with seasonal 
stress on various Philco items. One 
major item will be promoted at a 
time, rather than the broad lines 
of appliances, radio and television. 

Philco’s air conditioning promo- 
tion, however, will be run as a 
separate intensive promotion. Plans 
are now being made. 


# Even though there has been no 
definite contract signed, Philco is 
expected to renew its sponsorship 
of the “Miss America” contest in 
Atlantic City next September, with 
Miss America again tied-in for a 
year-long promotion. 

ADVERTISING AGE learned that 
negotiations are now under way 
with Lenore Slaughter, executive 
head of the contest, and that higher 
costs comprise the big stumbling 
block. 

Hutchins Advertising Co., Phila- 
delphia, is the agency. 


Hirschberg to ‘Seventeen’ 

Robert S. Hirschberg, formerly 
with Mademoiselle, has joined the 
advertising sales staff of Seven- 
teen. 


26—Four-color _ 


How to Cash in on the Excitement 
Over Masonite Peg-Goard Paneia! 
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PEG-BOARD WALL INTEREST—This ad, 
part of Masonite Corp.’s expanded 
1955 promotion, will appear in 15 
lumber and building publications 
in February, prior to its four-color 
appearance in March Better Home g 

& Gardens, 
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Rickard Agency 
Is Amalgamated 
with Marsteller 


(Continued from Page 1) 


present clients and will help us, 
as an agency, sell our services to 
others.” 


= The new agency lists 68 ac- 
counts, including Ingersoll-Rand 
Co., Resistoflex Corp., Foster 
Wheeler Corp. and Heald Machine 
Co. These industrial accounts were 
brought to the new agency by 
Rickard & Co. A second group of 
clients, including Clark Equipment 
Co., Rockwell Mfg. Co., Aetna Ball 
& Roller Bearing Co. and National 
Roll & Foundry Co., were pre- 
merger accounts of _MG&R. A 
spokesman for the new agency 
estimated that “in industrial bill- 


ings we will be among the first 
ten in 1955.” 

Mr. Fisher, a member of the 
Rickard organization for 35 years 
and its president since 1941, will 
serve as board chairman of the 
new agency, while Mr. Marsteller 
will be president and chief execu- 
tive officer of the merged compa- 
ny. Two of MG&R’s exec. v.p.s 
also retain their titles in the new 
company: Lewis M. Williams, Chi- 
cago, and Rod S. Reed Jr., Pitts- 
burgh. Howard H. Sharman, for- 
merly of Rickard & Co., continues 
in that capacity in New York. 


= While some accounts may be 
transferred from Chicago or Pitts- 
burgh to the company’s New York 
offices, the agency officials said 
that no major staff changes are 
contemplated at any of the three 
operating centers. No change will 
take place either, it was an- 
nounced, in the operating prac- 
tices of the merged companies, 
since “similarities in philosophies, 
methods of doing business and 


general approach to advertising 
were primary factors that made 
possible the merger.” 

Although Rickard & Co. brings 
to the merger a fully staffed pub- 
lic relations and publicity depart- 
ment, MG&R’s New York pvr. af- 
filiate, Burson-Marsteller Asso- 
ciates, is expected to continue its 
functions with the new organiza- 
tion. 


Jaeger Moves to Warwick 
Harold H. Jaeger, formerly v.p. 
and general manager of Geyer Ad- 
vertising, has joined Warwick & 
Legler, New York, as v.p. and 
general executive. Mr. Jaeger is 
director of the marketing bureau 
of the Can Manufacturers Insti- 
tute, an account which has moved 
from Geyer to Warwick & Legler. 


Gettelman Moves Account 

A. Gettelman Brewing Co., Mil- 
waukee, has moved its advertising 
account from McCann-Erickson, 
Chicago, to Hoffman & York, Mil- 
waukee. 


Hand soap business ig neck and neck... in lowa ! 


’ THE DES MOINES 
REGISTER anv TRIBUNE 


An “‘A’’ schedule newspaper in an ‘‘A-1”’ market! 


And every famous brand gets its share* among 


the 1,310,000 loyal readers of The Des Moines 
Sunday Register. What about your brand? Look- 
ing for bigger sales in this state-wide, big-family, 
big-income market? Surest way to tell your story 
to lowans—in cities and suburbs, in rural towns 


or on farms—is through the pages of the Sunday 
Register...the one medium that gives you from 
50% to 100% saturation in 81 of Iowa’s 99 
counties, 40% to 49% in ten more, and better 


than 21% in the remaining eight. Tell and sell 


Register. 


Gardner Cowles, President 


REPRESENTED BY 


Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—Los Angeles and San Francisco 


the whole state of lowa, in The Des Moines Sunday 


*YOUR SHARE!...Balanced even-Stephen on Iowa 
farms—in Iowa cities? Find out how you (and your 


competitors ) stand, in the latest “Brand Inventory in 
the homes of Iowa Subscribers’ to The Des Moines 
Sunday Register. Write for your copy, on your 


company letterhead. 


vision rating methods was 
blasted by Daniel Denenholz of 
Katz Agency, promptly defended 
at the same meeting by K&E’s 
Maxwell Ule 
Another agency merger, this time 
between Rickard & Co. and 
Marsteller, Gebhardt & Reed, 
brings together one of the oldest 
industrial agencies—Rickard— 
and a relative newcomer .Page 1 
Philosophy and art didn’t have 
much to do with designing pack- 
ages and containers until Con- 
tainer Corp.’s Walter Paepcke 
launched an ad drive 18 years 
ago 
Advertising people get the brunt 
of the blame for the drop in 
beer sales from Russell Hopkins, 
executive manager of National 
Beer Wholesalers’ Assn. of 
ES saa bint: 4 wis Page 2 
Beer and potato chips go together 
so naturally that Pabst Brewing 
Co. has been promoting the slen- 
derized spuds in its advertising 
during National Potato Chip 
Week 
Cigaret-hater Roy Norr is back on 
the battlefield again with a blast 
against the advertising of the 
cigaret manufacturers. Mr. Norr 
ealls this advertising the “big 
lie” 
Comic-strip advertising is being 
dropped by Wm. Wrigley Jr. 
Co., after six years, in favor of 
strong display and straight sel- 
ling copy in L-shaped advertise- 
ments 
An ad budget of $33,000,000 has 
been scheduled for 1955 for all 
products by Philco Corp. This 
year the company will concen- 
trate the budget on radio instead 
of tv 
Merchandising football is one way 
to keep a college’s sports budget 
on a paying basis. This is what 
Villanova College has done by 
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Looking at Radio & Television 48 
Looking at Retail Ads 
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Highlights of the Week’s News 


The ARF report on radio and tele- 


using modern merchandising 
methods 
Business paper advertising can 
be used to get an idea across 
first. From there on in, accord- 
ing to Lentheric Corp., it’s much 
easier to work toward bigger and 
bigger sales 
‘Premature judgments about the ef- 
fects of cigarets on health have 
jeopardized the tobacco industry, 
says Joseph Kolodny, managing 
director, National Assn. of To- 
bacco Wholesalers ....Page 21 
Automation, the use of machines 
and electronic computers in bus- 
iness, may also revolutionize the 
Census Bureau, which will be 
able to tabulate and publish sta- 
tistics more quickly ....Page 24 
More leisure by 1965 will give the 
consumer more time to spend 
more money, Peter S. Nagan 
says in his new book. He fore- 
sees greater economic possibili- 
ties for business men . . Page 24d 
It costs 40 times more to open and 
operate a food store today than 
it did 35 years ago, according 
to Harley McNamara, president 
of the.National Tea Co. .Page 28 
Tv film re-runs were almost as 
popular as the original runs of 
certain popular shows, A. C. 
Nielsen Co. reports as a result of 
a survey made last year .Page 50 
Spending money is the best way to 
save money in making tv films, 
according to a tv production di- 
rector. The high cost of time 
explains this modern para- 
dox 
Convenience foods, those that are 
already prepared or easy to 
make and make quickly, are cap- 
turing the food dollars in Iowa, 
the Des Moines Sunday Register 
reports 
Lady Godiva, as well as such other 
pulchritudinous notables as 
Cleopatra, Juliet and Helen of 
Troy, are helping sell brassieres 


for Beauti-Fit Co. ...... Page 56 
FEATURES 
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On the Merchandising Front . .44 
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Production Tips ...............44 
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San Jose shows the 
population* gain of any 


show you where to start 
st here's the lineup: 


Area 


Metropolitan San Jose 
San ceeneeee 
Sacramento 

Metropolitan Oakland 


*California Taxpayers Assn.—Jan. 1 


San 


In Northern 
California? 


‘ of course! Metropolitan 
vo biggest percentage 
14 _ 

Northern California—7.2 %—nearly 
double the average California county gain. 
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t's SAN JOSE for SELL! 
Jose Mercury and Ne 


A RIDDER NEWSPAPER 
_ REPRESENTED NATIONALLY BY RIDDER-JOHNS, INC. 
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e America's Largest 
This Week Family Magazine 
MAGAZINE ee REACHING 11,000,000 
HOUSEHOLDS EVERY SUNDAY 


Memo to Advertisers: 


DOCTORS SAY: 
"INSUFFICIENT CIRCULATION 
MAY LEAD TO SHOCK."' 


We do not hold with the idea that a magazine with less 
than half the circulation of THIS WEEK is as big and as 
strong because it gets a transfusion of new readers each 
issue — to replace those which bleed away. 
You try running around with half enough red stuff in your 
veins and see what happens! One side is paralyzed; you 
get dizzy in the head; your feet turn blue, 


Advertising, they say, is the lifeblood of business — but 
if you're looking for healthy business, you'll find it 
only where the arteries of trade are full and pulsating. 


THIS WEEK Magazine has 11 million circulation. It doesn't 
shift — across the street or down the block or into the 
next county. Every copy of every issue goes straight into 
the same markets, into virtually the same 11 million 

homes each week. 


Advertisers in THIS WEEK can always depend on enough 

circulation — loyal, stable circulation — pumped into 
the trunk and the arms and the legs and the head of the 
market to prevent advertising anemia — or sales shock! 


pe 
ee 
ee 


The Baltimore Sunday Sun The Indianapolis Star The Pittsburgh Press 
The Birmingham News The Jacksonville Florida Times-Union Portland Oregon Sunday Journal 
Boston Sunday Herald Los Angeles Times Providence Sunday Journal 


The Charlotte Observer The Memphis Commercial Appeal Richmond Times-Dispatch 
Chicago Daily News Miami Daily News Rochester Democrat and Chronicle 
The Cincinnati Enquirer The Milwaukee Journal St. Louis Globe-Democrat 
Cleveland Plain Dealer Minneapolis Sunday Tribune The Salt Lake Tribune 
The Dallas Morning News The New Orleans-Times-Picayune States San Antonio Express and Sunday News 
Des Moines Sunday Register New York Herald Tribune San Francisco Chronicle 
The Detroit News Norfolk Virginian-Pilot The Spokane Spokesman-Review 
The Houston Post The Philadelphia Sunday Bulletin The Washington Sunday Star 
The Phoenix Arizona Republic *The Wichita Sunday Eagle 


*Starts February 6, 1955 


THIS WEEK MAGAZINE SHARES THE POWER AND PRESTIGE OF THESE GREAT NEWSPAPERS WHICH DISTRIBUTE IT, 
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something's 


WRONG 


if you aren't getting 

a bigger slice of 

the fast growing ? 
Baking industry ™ 


BAKING ...a giant 
mechanized industry—is 
second only to meat 
in value of products 


Dollar sales in the Baking 
industry increased from 1 billion 
to 5 billion dollars in 20 years. 


Fa. 


F READERS do 


F 92% 


: of the business: 
5 in this 5 billion |“ 
2 dollar industry hk u 
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~ ABC + ABP 


| | 105 West Adams St., Chicago 3, Ill. 
4 AKIN ND -- CLISSOLD:_BUSINESSPAPERS: — sae 
+ HOSPITAL MANAGEMENT * BAKING 
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SF uarcest 
PAID CIRCULATION 
Over 14,000 


23% more paid 
Readers than any 


Publisher Cites 


‘Newsday’ Gains, 
Hits ‘Cassandras’ 


(Continued from Page 3) 

and background which tv cannot. 
On tv every page is a first page. 
Everything—news or commercial 
—is shouted or chanted with the 
same emphasis. There is no chance 
to evaluate either the news or the 
advertising. “The high sale of 
Blab-offs, which tune out the 
commercial, gives you an idea of 
the reaction of the listener. I have 
three myself—all of them presents 
from friends who wanted to spare 
me the suffering of a captive au- 
dience.” 


= Telling about the success of her 
publishing venture on Long Island, 
Miss Patterson said that when she 


they Buy 


@ It’s wonderful to be in love anywhere . . . but Indian- 
apolis is the grandest place of all because the boys have 
fatter pocketbooks to say “it” with! The average income 
per family in this top market is $6593—25.7% above the 
national average—and 7th among cities of 600,000 popu- 
lation and over! * 

Whatever you're selling—automobiles, refrigerators, 
TV sets, drugs . . . whatever it may be—you'll find a far 
better market in Indianapolis, responsive and ready to 
buy. In addition, you get these other important advantages: 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


*o income Supp! 


it, 1954, Standard Rate & Data Service. 


THE INDIANAPOLIS STAR 


YOUR FIRST TEAM FOR SALES 


THE INDIANAPOLIS NEWS eee 


oer 


More because th 


ey Have More! 


P It’s Bic . . . over 600,000 population ‘ 


Pm Its STEADY... 


unsurpassed for diversification and 


balance of industry and agriculture 


> It’s Easity Reacuep .. . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Star and The News. 
Write for complete market data today. 
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Advertising Age, January 31, 1955 


and her husband, Harry Guggen- 
heim, started Newsday 14 years 
ago, “the advertiser who looked 
our way was a rare and wondrous 
species. 


a “By the end of the first year we 
had carried 2,000,000 lines, with an 
open rate of 10¢ a line,” she said. 
“In 1954, Newsday had more ad- 
vertising than any New York City 
paper—27,320,621 lines—at 70¢ a 
line.” (Presumably, Miss Patter- 
son was speaking of dailies only, 
since several New York newspa- 
pers carried far more total adver- 
tising than 27,000,000 lines.) 

Miss Patterson told about the big 
population switch to Long Island 
following World War II; the de- 
velopment of such new-residential 
areas as Levittown, with their own 
shopping centers, and the cam- 
paign waged by Newsday to have 
the Audit Bureau of Circulations 
list Nassau County as the newspa- 
per’s city zone and Suffolk County 
its retail trading zone. This was 
done by ABC last March. 

“We serve a market,” she said, 
“that stands eighth in the Stand- 
ard Rate & Data list of city cor- 
porate areas with populations 
from 500,000 to 1,000,000.” 


# Pointing vut that she and her 
associates, when they launched 
Newsday, “had no _ preconceived 
notions, no traditions to be broken 
—and so were in a position to an- 
ticipate the desires of our readers,” 
Miss Patterson said that her paper 
“provides yreater editorial con- 
tent” than its competitors. 

“In addition,” she said, “our 
handling of advertising copy is dif- 
ferent tov. {t has brought shrieks 
of pure anguish from some adver- 
tisers. We don’t give position; we 
insist on screening reverses; we 
stack our ads one on top of the 
other; we never run less than two 
full columns of editorial on any 
page where editorial] content ap- 
pears. 

“We are able to do this and get 
results for our advertisers because 
we are a home-delivered paper. 

“The housewife,” Miss Patterson 
said, “wants to shop quietly and 
thoroughly through the pages of 
Newsday. Black screaming type 
competing with more black 
screaming type offends her. She 
wants her news and she wants her 
advertising, but she doesn’t want 
them jumbled together. 


= “It has seemed to me an old-hat 
cliche to insist that an ad appear 
next to editorial content. The edi- 
torial item measuring one or two 
inches, that often is stuck along- 
side an ad, is usually not worth 
reading. The only reason it is put 
there is to pacify the advertiser. 
If a newspaper has true reader- 
ship, every page is equally impor- 
tant. 

“Ernest Levy, our advertising di- 
rector,” Miss Patterson said, “can 
tell you we had a pack of trouble 
before advertisers became con- 
vinced of our logic—three years of 
trouble it was. 

“But now we are as congenial as 
fish and chips. Our volume will 
bear this out. Our linage in ’54 
ranked with the top 50 newspapers 
in the country, and we made the 
biggest circulation gains of any pa- 
per in the country. What more 
could we want?” 


PIN-POINT YOUR PUBLICITY WITH 


ik BACON'S 


1955 ¢ 
tee PUBLICITY CHECKER 


EDITION 
SHOWS YOU EXACTLY WHAT KIND OF PUBLICITY 
WILL BE CONSIDERED BY EACH PUBLICATION 
No more guesswork! Advertising and publicity 
people can now direct exactly the right kind of ma- 
terial to the right publication with Bacon's 1955 
Publicity Checker. 
Lists 3,058 business, farm and consumer magazines 
in 99 market ps — system in checker 
eliminates card files—shows how to prepare and 
place publicity. 

iral Bound Fabricoid 
6%" x 9%, , 


Price $15.00 


56 pages 
Sent on Approval 


BACON’S CLIPPING BUREAU 
343 South Dearborn Street, Chicago 4, Illinois 
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Think you could afford to own' a 
dog that eats 4 lbs. of meat a day 
and can turn a living room into a 
rumpus room with a wag of its tail ? 
Edward Shenton says he can’t afford 
not to! Here’s the hilarious true story 
of how man’s best friend became this 
man’s bread and butter! 


January 25, 1955 
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Mow tng ce aoe hes f the 


his country’s 
politics ? 


‘Fiawacee — Names of the 924 advertisers 


ment to his Germanophobe parlia- 

ment. After 18 do-nothing pre- 

miers in postwar France, Mendés 

looks like a superman. But his 

next step may be his last! Ernest ‘ © 

worctaece — WhO appeared in aturda 
him and what will happen to the 


Western Alliance if they succeed! 


“They called me 


CRAZ ; ) | 
pear ger ed in a book, it would read like a 


Fans thought the Red Sox’ Jimmy 
Piersall was quite a card when he 
did the hula-hula in the outfield, 
squirted home plate with a water pis- 
tol and swung from the dugout roof 


~ieavintermessi = WNO'S Who of American business. 


ening brush with insanity. 


| While there’s nothing surprising 
pe ayy 


Jim didn’t object to her flirting with 
other men, He didn’t even mind when 


SSe2he about big companies choosing a 


sensei she told him the one thing <=~ — 


that would make 


any career bachelor —>= 


falter at the altar! (Boy-meets-widow os < et 
- ..,, Short story by John De Meyer.) ead 


N UF DIET 
AUTX HI 


big magazine, many of them built 


their names by advertising almost 


He cuts a show's best lines — uses unknowns 
rather than stars—swaps credit lines for cos- 
tumes! Yet he’s had more hits (32— count 


- « 
‘em — 32) than any other director. Maurice 
Zolotow spotlights George Abbott: Broad- BS U IV 
way’s Most Successful Penny Pincher. ‘ « ) 
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Evening Post last year were print- 
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“About that 
art director 
you're going 
to hire... 
see page 62” 


WDVA Promotes Two 


Ralph Hess Jr., now promotion 
director of the station, has been 
advanced to the sales department 
of WDVA, Danville, Va. Nadine 
Wright, a continuity writer, has 
been named promotion director. 
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_--~~ GHECK WHY 
-~ DAVENPORT NEWSPAPERS | 
are FIRST in advertising lineage | 
in the $443,975,000 | 
QUAD-CITY MARKET | 


. * 


/ 
‘ AND ALL IOWA Bae 
\ Morning Democrat Serving the Quad-Cities of Dav- 
‘ ss enport, lowa; Rock Island, Mo- 
\ Evening Daily Times _jine and East Moline, Illinois. 
\ Sunday Democrat & Times reba Devenpeort, 
\ Represented Nationally by Jann & Kelly, Inc. 


ARF Ratings Report Is Blasted, Defended 
in Impromptu Debate by Denenholz, Ule 


(Continued from Page 1) 
home. 

3. Use of the household as the 
unit of measurement. This is cre- 
ated by using set tuning as the 
previous guide, he said. 

“If the standard was ‘listening,’ 
office or factory listening could be 
measured by interviewing the lis- 
tener in his home using one of the 
recall methods,” he said... “But 
if a household should be counted 
because the man of the family, for 
example, tuned to the radio in his 
car, why shouldn’t it be counted if 
he listened [elsewhere].” 


® 4. He assailed the proposition 
that measurement should report 
the average instantaneous audi- 
ence. This discriminates against 
local stations, he argued. 

“The primary need is for meas- 
urements in 15-minute segments, 
regardless of the length of the pro- 


gram,” Mr. Denenholz asserted. 

“On the local level, for national 
spot and local advertisers, the pri- 
mary need is for measurements in 
15-minute segments regardless of 
the length of the program.” 


® In his rebuttal, which was an 
ad lib addition that comprised most 
of his speech, Mr. Ule replied: 

1. “Certainly you can quibble 
with us all you want to whether or 
not a sample of 400 households 
locally is an adequate sample. We 
think for practical purposes, for 
most of the measurements that are 
involved, it is quite adequate.” 

He added, “We are not going to 
debate whether or not a rating of 
1% on radio should have the same 
accuracy as a rating of 15 or 20%. 
It would be our general submission 
to you...that when a rating be- 
comes of that general level, other 
methods must be used for making 


THE CINCINNATI TIMES-STAR 


puts it in... 


FOR SOLID... CONTINUING GROWTH 


NEARLY 


AVERAGE 
MONTHLY 
INCREASE 


In two years, Times-Star total circulation has 
jumped 11,633 . . . going from 147,880 to 
159,513. 85% of this increase (9,839) has been 
concentrated in the City Zone . . . your primary 
sales area. 


Times-Star circulation growth has been averaging 
500 new subscribers (representing $3,000,000 in 
buying income) per month for the past two years. 


Remember, the Times-Star is the 
strongest selling force and largest 


evening paper in Ohio’s second 
largest market. 
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the evaluation as to whether the 
program is worth your while.” 

2. “We have deliberately de- 
fined circulation to mean set ex- 
posure in a household... It does 
not mean that within that frame- 
work you can’t do a lot more ad- 
ditional work... Once you get 
measures of program circulation, it 
is no problem at all to make some 
estimate of relationship between 
set circulation, program circulation 
by sets and exposure of individuals 
within that, if you so desire.” 


# 3. Mr. Ule said the household is 
taken as the unit of measurement 
because most all purchases are 
made within or around the house- 
hold and most statistical thinking 
revolves around the household. 

Out-of-home listening is not to 
be counted because the committee 
could find no way of measuring it 
that is theoretically sound or eco- 
nomically feasible, he said. 

4. Average instantaneous audi- 
ence measurement was recom- 
mended because “it will minimize 
the substantial differences in audi- 
ence ratings which are based upon 
differences in the way people tune 
in and out of different types of 
programs,” he said. 

Both men agreed on one point: 
The report should serve as a first 
step toward straightening out the 
ratings muddle. 


McCall Promotes 
Three Executives 


at “Better Living’ 


New York, Jan. 27—Otis L. 
Wiese, president, Mass Market 
Publications and _ publisher of 
Better Living, has been elected 
chairman of the board of the pub- 
lishing company. 

At the same time, the McCall 
Corp., which has acquired 96% 
of the outstand- 
ing common 
stock of Mass 
Market Publica- 
tions, elevated 
two other exec- 
utives who for 
the past few 
years have been 
active in the 
management of 
BetterLiving. 
George H. Allen, 
v.p. of the pub- 
lishing organiza- 
tion since January 1953, has been 
named president, and O. R. Whit- 
aker, advertising manager since 


Otis Wiese 


George Allen 


O. R. Whitaker 


April of that year, has been elected 


a v.p., and named director of ad- 
vertising. 

The company describes these 
moves as “two important steps in 
its plan to assume greater respon- 
sibility for Better Living’s prog- 
ress.” 


CBS-TV Adds Stations 

CJIC-TV, Sault Ste. Marie, Ont., 
and CBHT, Halifax, N. S., have 
affiliated with CBS Television. 
CJIC-TV is privately owned; 
CBHT is a Canadian Broadcasting 
Corp. station. 


What makes em click? 
eoole IS IT THE COPY? 


Is it the LAYOUT?... or, perhaps 
it’s WALK’S typesetting that may 
JAY P, have had something to do with it? 


WALK advertising typography 
Telephone MO 4-6134 @ 11 E. Hubbard, 11 
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} 1016 HOMES SOLD IN EIGHT 


Lake Murray DEVELOPMENT COMPANY 
SUITE 200, U. S. GRANT- HOTEL 
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; SAN DIEGO 1, CALIFORNIA 
BELMONT 4-614! 
| 
! January 7, 1955 
( 
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Mr. Kenneth Flood 
Advertising Director 

, San Diego Union-Tribune 
San Diego, California 


Dear Mr. Flood: 


It gives me a great deal of pleasure to inform you that the six- 
page full color advertisement for Lake Park -- The City of To— 
morrow =—— which appeared in the Sunday, December 26th issue of 
the Union and repeated in the Evening Tribune on Friday, December 
3lst, was directly responsible for the sale of 1016 homes in 
eight days. A total in sales reservations of approximately 


‘ $10,688,000.00, which I consider phenomenal. The base price of. 
homes ranged from $8,990.00 to $11,990.00, including lot and 
carport, 

| So far as we can learn, this is the first time a planned communi- 
‘- ty development has ever been promoted by a six-page full color 
(on four pages) section and the results more than justified the 
cost, 

You can rest assured that my organization will continue to use 
color advertising in any future real estate development promotions 

we may undertake, 

| SB:tp 

t 

| { 

7 

Here is additional evidence that the saturation coverage of this billion dollar market by 

the San Diego Union and Evening Tribune, achieves definite sales results at lowest cost. 

i 

San Diego Union 


REPRESENTED NATIONALLY BY 7m AND 


EVENING TRIBUNE 


‘ THE WEST-HOLLIDAY COMPANY, INC. 
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In APPLETON, Wisconsin 


Continually increasing as a city wide sales pro- 
ducer, August Dollar Days last year were “‘the 
most successful ever’’, says Chamber of Com- 
merce secretary. The more than 60 stores par- 
ticipating used The Appleton Post-Crescent 
to draw in the Fox Cities’ area it covers. 


In BALTIMORE, Maryland 

The News-Post’s annual “Christmas Values 
Days” promotion has made Friday and Sat- 
urday, following Thanksgiving Day, two of 
the biggest shopping days of the year. Big 
newspaper advertising plus big newspaper 
backing pays off in sales! 


In BEAUMONT, Texas 

It is common experience for retail stores to 
enjoy “sell-outs” daily on items advertised in 
the Beaumont Enterprise and Journal. Domi- 
nant coverage in city and wide area, with 
combined circulation in excess of 83,000, 
packs ’em in for advertisers. 


In BECKLEY, West Virginia 

Whether it be a “Special Event” or just the 
year-round habits of daily buying, 230 na- 
tional and 100 local advertisers know that the 
regular use of the Beckley Post-Herald and 
Raleigh Register pays off in this responsive 
market. The newspaper brings ’em out! 


In BIG SPRING, Texas 

Folks go out and buy what they see adver- 
tised in their newspaper, the Big Spring 
Herald. Like all Texas Harte-Hanks papers, 
the Herald produces results at low cost! New- 
ly-defined A.B.C. city zone of 28,572, with an 
effective buying family income of $6,039. 


In CHARLESTON, West Virginia 


The local merchant always looks to The 
Charleston Gazette—The State Newspaper— 
to clear his shelves during bargain sales 
throughout the year. No other medium offers 
sure-fire turn-out of buyers who mean busi- 
ness—at such economical cost. 


In CHICAGO, Illinois 

1,093 houses sold for over $21,700,000.00 in 
three weeks! That’s the record of the 1954 
Chicagoland Home and Home Furnishings 
Festival, promoted exclusively in the Chicago 
Tribune. For action, the Tribune is tops in 
Chicago. 


In CINCINNATI, Ohio 


Whether it’s a communitywide promotion for 
air-conditioning, television, kitchen or laun- 
dry equipment, or even Cincinnati’s annual 
Cook Book event—Merchants know the Cin- 
cinnati Enquirer can do the job. Sets the 
town’s fashion pace, too. 


In DALLAS, Texas 


The Dallas Morning News joined with mer- 
chants to set an all-time high in the volume of 
Christmas buying. Big crowds, big buying— 
here’s another demonstration of a newspa- 
per’s ability to make ’em go out and buy... 
throughout the whole, big Dallas market. 


In DETROIT, Michigan 

More than 300 happy exhibitors declared De- 
troit Free Press Do It Yourself Show at Mich- 
igan State Fairgrounds last November great- 
est ever produced anywhere. With largest at- 
tendance, most sales results, too. Write now 
for info on the 1955 show October 22-30. 


In ELGIN, Illinois 


The five largest retail stores scored an aver- 
age gain of 393% in sales during 1954 Dollar 
Days as compared with “normal” Thursdays. 
Advertising in the Elgin Daily Courier-News 
packed in the record-breaking crowds—gave 
fits to Elgin cash-registers! 


In GRAND FORKS, North Dakota 

The Grand Forks Herald brought thousands 
of buyers to Grand Forks for “Good Will 
Days”—-set cash registers to ringing a merry 
jingle, The Herald—reaching one out of every 
two trade area homes—put this merchants’ 
promotion across in a big way. 


In GREENSBORO, North Carolina 

On Dollar Day and every day, the Greensboro 
News and Record brings out the buyers in the 
Carolinas’ top metropolitan county market 
that’s 7th in the U.S. in per family retail sales. 
For big, prosperous ta? on crowds, once 
again it’s the newspaper! 


In GREENVILLE, South Carolina 


“Textile Workers Days” here gave merchants 
greater sales, more profit, more customers— 
from South Carolina’s richest market. How 
was T-W-D advertised? Exclusively in the one 
medium that covers the market, The Green- 
ville News and Greenville Piedmont. 


In HAMMOND, Indiana 

Thousands of eager shoppers responded to 
the impact of The Hammond Times 10th semi- 
annual “Coupon Day” two Mondays ago. Cold, 
snow, sleet, or ice couldn’t hamper the enthusi- 
asm of buyers and sellers, or the power of 
newspaper advertising. 


In HARTFORD, Connecticut 

For Million-Dollar Hartford Days, the basic 
medium is the daily and Sunday Courant, cov- 
ering half of Connecticut. 54% of the charga- 
plates of local stores are held by people living 
outside greater Hartford. The Courant makes 
"em come in and buy! 


In HOUSTON, Texas 

Talk about crowds! The spectacular “White 
Elephant” Day promotion sponsored annual- 
ly by The Houston Chronicle, is the outstand- 
ing selling event of the year for Houston mer- 
chants. Retailers know and depend on the sell- 
ing power of The Chronicle. 


In HUNTINGTON, West Virginia 

Dollar Day was launched here through the 
pages of The Huntington Advertiser and The 
Herald-Dispatch. And newspaper advertising 
makes successful promotions year after year. 
Huntington merchants know how to pack in 
buying crowds—through newspapers! 


In KALAMAZOO, Michigan 


Retail merchants turn to The Kalamazoo Ga- 
zette for promotion of community events—be- 
cause of this newspaper’s unmatched ability 
to influence southwestern Michigan families 
to go out and buy (Spendable Income per 
household in the county is $5,732). 


in LANCASTER, Pennsylvania 


“Sales Day’”—a semi-annual event—produces 
crowds that wait for the store doors to open. 
Shoppers come from far and near in response 
to values advertised exclusively in newspa- 
pers—the Lancaster New Era, Intelligencer 
Journal, and Sunday News. 


in LONG BEACH, California 

Quote from Mayfair Markets: “Many times 
the results are overwhelming. Last week our 
meat department ad in the Independent Press 
Telegram featured Armour Star brand evis- 
cerated fryers at 35 cents a pound, and as a 
result sold nearly 314 tons.” 


In LOUISVILLE, Kentucky 


As a result of a single full-page ad in the Sun- 
day Courier-Journal, a Louisville builder sold 
521 houses in 36 hours .. . more than a half- 
million dollars in sales at an expenditure of 
only $912. That’s what is known as making 
‘em go out and buy! 


In LOWELL, Massachusetts 

Nothing is quite so electric in advertising ac- 
tion than is demonstrated during Dollar Days 
in Lowell. Stores are clogged with eager shop- 
pers. They first hear the big news, the night 
before, in the Lowell Sun. The newspaper does 
it again. 


In LUBBOCK, Texas 

Promotions prove the Avalanche-Journal the 
one medium that assures first-day response 
and volume merchants demand—the only 
medium that covers the Lubbock market, 
makes ’em go out and buy in a big way. The 
newspaper scores once again! 


In LYNN, Massachusetts 
When Raymond’s, a Boston department store, 
opened a major store in Lynn recently, it 
launched it with a 20-page section in the Lynn 
Item—with fabulous success. Raymond’s con- 
tinues to use the Item heavily to make ’em go 
out and buy in Lynn. 


In MEMPHIS, Tennessee 


Department store sales for week including the 
12th citywide “Community Bargain Days” 
showed an increase of 14% over previous year. 
Here’s an event sponsored by The Commer- 
cial-Appeal, Press-Scimitar, and local mer- 
chants, that sells big! 


In MIAMI, Florida 

The Miami Daily News first Thanksgiving 
Day annual “Christmas Preview” edition 
changed south Florida’s shopping habits. Its 
powerful influence added two days of lucra- 
tive Christmas sales... sent department store 
records soaring over previous years. 


In MINNEAPOLIS, Minnesota 


Local merchants—undaunted by declining na- 
tional-wide retail sales—increased their Min- 
neapolis Star and Tribune linage 5 per cent 
for 1954, and Minneapolis department stores 
showed a 2 per cent yearly gain, besting na- 
tional average by 3 percentage points. 


In MOLINE-ROCK ISLAND, Illinois 


Dispatch and Argus are basic media for retail 
merchants in attaining record breaking sales 
in annual Dollar Days and other Rock Island 
and Moline special sales promotions. Yes, 
nearly everybody reads a newspaper in this 
metropolitan center of over 100,000 people. 


In MUNCIE, Indiana 


Merchants depend entirely on The Muncie 
Star and Muncie Evening Press for their an- 
nual two-day mid-August promotion “Appre- 
ciation Days’’. Tremendously successful at 
start in 1951, “Appreciation Days” keeps 
breaking sales records each successive year! 


In NEW ORLEANS, Louisiana 


The Times-Picayune New Orleans States 
packs shoppers from wall to wall in New Or- 
leans stores for “Community Bargain Days” 
—a gigantic event which keeps breaking rec- 
ords year after year, an event swung by ad- 
vertising in The Times-Picayune States. 


In NORFOLK, Virginia 

A grocery group sold 100,000 pounds of chick- 
en during Norfolk-Portsmouth “Good Neigh- 
bor Days” of October. A department store 
counted a sales increase of 145%. As always, 
the No. 1 medium was the newspaper—the 
Norfolk Ledger-Dispatch and Virginian-Pilot. 


In OGDEN, Utah 

“Spring Opening”, promoted with many pages 
in Standard-Examiner advertising—with 
open-air fashion show, music, merchandise 
drawing—pulled over 8,000 attendance. Re- 
sult—large, immediate buying response, and 
new sales impetus throughout spring. 


In PASSAIC-CLIFTON, New Jersey 


Local merchants create millions of dollars of 
plus business with six Dollar Days a year. 
These merchants place 99% of their Dollar 
Day advertising in The Herald-News, because 
The Herald-News brings the buyers out—gets 
immediate, live sales results. 


in PEORIA, Illinois 


Peoria retailers have used 30 to 60 “Shop 
Monday with Coupons” advertisements every 
week for 17 years in the Sunday Journal-Star. 
Amazing results from this Journal-Star ad- 
vertising have helped make Monday the No. 1 
shopping day in Peoria. 


in PHOENIX, Arizona 


The greatest shopping event is “Greater 
Phoenix Days’, promoted by the Phoenix 
Republic and Gazette . . . proving what local 
merchants already know—In Phoenix, it’s the 
Republic and Gazette that makes ’em go out 
and buy! In number, and in quality. 


In all the U.S., here’s the one (1) ad 
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In PONTIAC, Michigan 
“Pontiac mage gg Celebration” was held in 


connection with 1955 Pontiac car, one of 
which was given away. Over 350-thousand 
entries received by merchants. The Pontiac 
Press published a 68-page edition, and busi- 
ness was stimulated over 3-week period. 


In PORTLAND, Maine 

More than 30-thousand buyers met dealers at 
the Portland Press Herald-Evening Express’ 
1954 Do-It-Yourself Show—producing up to 
200 per cent sales increases. Result: Dealer 


requests assure even bigger 1955 event, 
March 29-April 2. 


In PROVIDENCE, Rhode Island 


“Providence Days”, huge semi-annual bargain 
sales, get their advertising push from the 
Journal-Bulletin. Merchants know Journal- 
Bulletin ads go into 100% city homes, 80% 
state, and when Journal-Bulletin ads go in— 
out come the happy buyers! 


In RALEIGH, North Carolina 

Here’s the way they pack in crowds—with 
The News and Observer. 119,747 morning 
129,607 Sunday, The News and Observer pro- 
vides complete coverage of North Carolina’s 
3rd city in retail sales—here as everywhere 
the newspaper leads to “sock” sales action. 


In ROANOKE, Virginia 

Merchants use The Roanoke Times and The 
Roanoke World-News almost exclusively to 
promote highly-successful, special shopping 
events like “Dollar Days” and “Greater Roa- 
noke Days”. And the merchants association 
uses newspaper space to draw shoppers. 


In ROCHESTER, New York 

Department store sales jumped 33 percent 
during retail merchants’ advertising of “Good 
Neighbor Days” in Rochester Times-Union 
and Democrat and Chronicle. Followup sales 
increased 40 percent, leading all cities of the 
country for the week. 


In ST. PAUL, Minnesota 

Builders put 24 model homes on display. Prob- 
lem: Getting people to visit them. Solution: A 
special “Parade of Homes” section in the St. 
Paul Dispatch-Pioneer Press. Result: 163,000 
home-seeking visitors in one week! For buy- 
ing action in St. Paul, it’s newspapers! 


In SAN JOSE, California 

The now famous Mercury and News helicopter 
drop of “Dollars from the Sky” brought 70- 
thousand persons to pack the streets for 
“Downtown Dollar Days’”—and a demand for 
a repeat. In San Jose, a top local NEWSPA- 
PER promotion, a top local buying event. 


In SANTA ROSA, California 

The Press Democrat’s annual Christmas open- 
ing edition sparkplugged the biggest dollar- 
volume Christmas trade in Santa Rosa’s 102- 
year history. “The best Christmas season 
we’ve ever had,” retailers aaeenssteed re- 
ported. 


In SHREVEPORT, Louisiana 

“Shreveport Days’, semi-annual Retail Mer- 
chants sales promotions, afford visual proof 
of immediate mass response to newspaper 
advertisements. The Shreveport Times and 
Shreveport Journal furnish this sales re- 
sponse as only newspapers can swing it! 


In SIOUX FALLS, South Dakota 
Problem? Increased traffic for Sioux Falls 
stores Christmas, 1954. Method of operation: 
Two pre-Christmas special editions in the 
Argus-Leader. Result: Penney and Newberry 
stores had biggest days ever—other ‘‘Christ- 
mas City” merchants set new records. 


In SOUTH BEND, Indiana 


Home furnishings promotion in Indiana’s sec- 
ond largest market so successful it has been 
chosen as portion of Home Furnishings Com- 
mittee’s 1954 Report. The South Bend Trib- 
une, saturating Indiana’s 2nd largest market 
daily and Sunday, carried entire promotion. 


In SPOKANE, Washington 

The Spokesman-Review-Spokane Daily Chron- 
icle’s annual citywide sale “Inland Empire 
Days” attracts thousands of steady trade 
area customers, helping to keep Spokane per 
store sales 52% above the U.S. per store 
average. 


In WASHINGTON, D.C. 

It’s the Post and Times-Herald. Over half-mil- 
lion people attended — 828 homes ($14,300,- 
000) were sold—during the four-week “Homes 
for 54” promotion of The Washington Post 
and Times-Herald—393,000 Sunday circula- 
tion, 380,000 daily packs ’em in. 


In WATERLOO, lowa 

The Waterloo Daily Courier brings ready 
buyers into town in droves to take advantage 
of “Dollar Day Values.” It’s a simple formula: 
The stores have bargains—they tell Iowans 
about them through the Courier—aforesaid 
Iowans go out and buy! 


In WAUKEGAN, Illinois 

Last month 200,000 enthusiastic Waukegan 
shoppers snapped up a million dollars worth 
of merchandise. The event: “White Elephant 
Festival.” The cause: 3,000 inches of adver- 
tising in Waukegan’s most trusted salesman, 
The Waukegan News-Sun. 


In WESTCHESTER COUNTY, New York 
It’s the Macy Westchester Group. R. N. Weiss, 
sales manager for the Yonkers division of 
McKesson & Robbins, Inc., wrote on Decem- 
ber 2, 1954: “The response to Monday’s ad 
(in the Westchester Group) was terrific.” 
You really feel newspaper advertising! 


In WICHITA, Kansas 

The Wichita Eagle’s 1954 National Home 
Week section attracted 75,000 admission-pay- 
ing Kansans to show homes. Housing sales as 
the result of the promotion totalled in excess 
of $7-million. Wichita ranked first in the of- 
ficial American Builder contest. 
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It's Time to Clean House 


Most of us in advertising like to think that most of the conspicuous 
wastes in the business have been eliminated and that, by and large, 
it is now a matter of merely exercising reasonable judgment in or- 
der to get your money’s worth in advertising. 

Actually, this is true. The advertising business has surrounded 
itself with more safeguards than most businesses. There are self- 
imposed circulation audits, innumerable methods of developing lis- 
tening and viewing figures, and a great deal of money is spent in 
additional surveys designed to narrow the area of guesswork in the 
purchase of advertising space or time. 

So the advertising buyer has a great deal of protection, and all he 
has to do is to exercise reasonable judgment. Yet it is astounding 
how much advertising money is wasted despite all these safeguards 
and guideposts, and how much of it is wasted deliberately, by people 
who are presumably hoping to steal a march by ignoring all the 
facts. 

There seems to be a never-ending list of suckers available for all 
kinds of dubious media, and while the total number of dollars in- 
volved is probably not enormous, it is certainly big enough to war- 
rant investigation and study. 

The worst feature of the advertising dollars wasted in media that 
have no excuse for existence is the fact that a good many adver- 
tisers put their money into them with their eyes wide open. They 
know they are gambling against very high odds, or that they’re 
throwing their money away, but they do it anyway. 

Sometimes they use dubious media because they can’t withstand 
the pressure from fast-talking solicitors, including those who threaten 
to wield some kind of a sandbag if the advertiser doesn’t go along. 
And sometimes they merely hope against hope that some miracle will 
happen, and “there isn’t very much money involved, anyway.” 

Letting yourself get sandbagged into some deal that you know 
doesn’t represent legitimate advertising expenditures is not merely 
ridiculous. It is not merely pointless. It is dangerous. And it hurts 
all advertising. 

Perhaps the worst wastes of advertising funds, however, come 
from those quid pro quo lads who get an ad because they are going 
to give you a “writeup.” If an ad isn’t worth buying on its merits, 
the free writeup that comes along with it isn’t worth having, either, 
no matter how enchanting it may look in your scrapbook. 


The Legal Business Is Booming 


It is with feelings of considerable regret that we chronicle a rather 
sharp rise in the incidence of legal actions in the advertising, publish- 
ing and broadcasting businesses. : 

Time was (or so it seems to us) that a lawsuit involving adver- 
tisers, agencies, publishers or broadcasters was a rare thing indeed. 
Now our pages seem to record suits of all kinds, week after week. ~ 

The function of the courts, of course, is to adjudicate disputes 
which cannot be settled otherwise, and there will always be differ- 
ences of opinion about business as well as personal matters which 
must be aired in court to be cleared up. So there is nothing inherent- 
ly wrong with a resort to legal action where an individual or an 
organization feels that it has been damaged through no fault of its 
own. 

Yet the spirit of contentiousness seems definitely to be growing 
in the advertising and related fields. And this is a tendency which is 
to be deplored. 

Up to the present, the incidence of lawsuits has been so small as 
to present no particular problem. If the recent trend continues, how- 
ever, it might be well for the field to consider some sort of arbitra- 
tion arrangement which would facilitate the settlement of disputes on 
an amicable and prompt basis, instead of resorting to court fights 
in which, frequently, both sides suffer irreparable losses. 


Gladys the beautiful receptionist 


“That Evans! He says Freud, Jung & Adler needs me as a reception- 
ist.” 


What Theyre Saying 


Three D for Packages 

One specific phase of color tele- 
vision that is of great importance 
to package design and merchan- 
dise of all types, particularly 
packages, is that the package can 
be reproduced from all angles. 
The result will be that the side 
walls will gain importance, and a 
design will have to be more care- 
fully studied for sales value for 
this three-dimensional medium. 
Old store counter and window dis- 
plays which present many pack- 
ages in one composition are not as 
effective as the dramatization of 
one package. The acceptance of 
free form in design in many of 
the industries and the use of mo- 
biles in advertising offer an unex- 
plored design potential. New 
forms of packages and free form 
display material can provide ef- 
fective attention material attract- 
ing the viewer’s eyes for those 
very brief 20 seconds during 
which the average package is seen 
in a commercial. 


—Lorain Fawcett, president, Allcolor 
Co., New York, speaking at the 3rd 
Canadian Package Design Forum in 
Toronto. 


What They Were Saying 
25 Years Ago 

Some of the friends of direct 
mail have been criticizing Calvin 
Coolidge for suggesting that busi- 
ness men receive a great deal of 
“useless” mail, a comment which 
was suggested by the report that 
the rate for first class mail may be 
increased to 24%¢ for the minimum 
unit. 

To the advertiser, none of his 
mail is useless, however unwel- 
come it may be to the recipient. 
Discouraging volume of first class 
direct mail, by increasing the cost, 
is putting a brake on advertising, 
direct mail advocates insist, and 
they see no reason for the increase 
at this time. The Post Office De- 
partment, on the other hand, seems 
to feel that this is a logical and 


necessary step. 
—AA, Aug. 16, 1930. 


Since the war, superstition has 
been trying to get science on the 
run. All sorts of dead dogmas, ir- 
rational inhibitions, silly super- 


stitions and foolish fears have 


come out from under cover and in- 


spired crusades seeking to con- 
vince the public that science is 
undermining all that is high and 
holy, sound and sane. 

The results of scientific research 
will never be used in any broadly 
effective way until the man in the 
street has a bowing acquaintance 
with them. We must find ways 
and means for thrusting the re- 
sults of scientific research into the 
stream of common thought... 

Because of all this, the most 
useful man in America today is the 
occasional scholar-genius who 
combines the burrowing qualities 
of the mole with the singing qual- 
ities of the lark—the man who is 
master alike of the science of re- 
search and the art of expression. 


—Glenn Frank, president, University 
of Wisconsin, AA, April 12, 1930. 


An Unbeatable Team 


Now and again we run across a 
salesman who seems unwilling to 
give advertising the credit it de- 
serves. He expresses the belief that 
money spent on advertising could 
be put to better use by increasing 
the salesman’s commission or giv- 
ing him a fatter expense account. 

This attitude grows out of the 
salesman’s belief in himself, with- 
out which, heaven knows, he would 
not be much of a salesman. But 
self-sufficiency can be carried too 
far. And the salesman who spurns 
his company’s advertising help 
does just that. 

No one would contend that ad- 
vertising is a substitute for sales- 
manship, any more than he would 
contend that in a market the size 
of America, salesmanship is a sub- 
stitute for advertising. The fact is 
that the two make an unbeatable 
team, as the most successful sales- 
mén and the most successful ad- 


vertisers have learned long ago. 
—The York Trade Compositor, pub- 
lished by York Composition Co., York, 
Pa. 


Automobile Design 

Leave a Ford and Chevrolet in 
the same garage overnight—and 
nine months later out comes a 
Plymouth (or Chevrolet-Plymouth 
for a Ford, or Plymouth-Ford for 


a Chevrolet). 


—Raymond Loewy, industrial design- 
er, speaking at the 50th anniversary 
convention of the Society of Auto- 


motive Engineers in Detroit. 


Advertising Age, January 31, 1955 


Rough Proofs 


Cockfield, Brown, looking for a 
creative copywriter for its office 
in Vancouver, B. C., remarks, “You 
may find it unusual that age is 
not a factor.” 

Unusual is the word; the average 
employer wants a man of 35 with 
20 years’ experience. 


Readers of The New Yorker 
were complimented with an ad 
printed in French without benefit 
of translation or glossary. 

The only help to the uninitiated 
was, “la Truck & Coach Division 
de la General Motors.” 


When Better Farming addressed 
a question to its readers and ad- 
vertisers in classic style, “Quo va- 
dis, agricola?” it thoughtfully 
translated the inquiry in the next 
sentence. 


P&G tells prospective employes 
it’s “the world’s leading adver- 
tiser,” leaving it open to individ- 
ual judgment as to whether this 
means the biggest or merely the 
best. 


Irvin Stone, an Aviation Week 
editor, is described as a doctor 
of jurisprudence and a member of 
the Institute of the Aeronautical 
Sciences and Aviation Writers’ 
Assn. 

Okay, but just what does he 
think about space ships? 


Christian Herald talks about 
“the most important church wed- 
ding of 1955,” but would probably 
be willing to admit that from the 
standpoint of any prospective 
bride, it’s bound to be her own. 


Y&R tells AA readers that the 
fetching headline for that Sanfor- 
ized ad, “$15 down the drain,” 
came from the daughter of a copy 
supervisor doing his home-work. 

Better get her name on a con- 
tract real quick. 


Bob Hope, who got $100,000 for 
an hour’s work on a television 
show from General Motors’ Motor- 
ama, probably thought he had 
earned his money when Harlow 
Curtice began fluffing his lines. 


“The all-important weapon of 
position,” said a special assistant 
to the U. S. Attorney General in 
the Kansas City Star case, “was 
frequently used to coerce the ad- 
vertiser.” 

And it’s used just about as often 
to coerce the medium. 


Tin can manufacturers, chewing 
gum impresarios and confectioners 
of malted brews are all dedicated, 
in a new association, to “keeping 
America beautiful.” 

Even the most distinguished 
packages lose some of their appeal 
when strewn over a picnic ground. 


Pierre Martineau says the snob 
appeal has been highly success- 
ful in the automobile business. 

And unfortunately for the com- 
petition, there’s only one Cadillac. 
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Ever Look at 


More for the money means a lot to buyers of 
newspapers as well as other goods. 


This accounts for the loyalty THE INQUIRER 
wins from its readers. They know they have 
received FULL VALUE. As manifested in more 
editorial features, more columnists, more 
comics...than any Philadelphia newspaper. 


me RR 
- 
AsDeweas ad 


it's Like o Konvestar 


a Newspaper This Way ? 


Look at THE INQUIRER for all it offers its 
readers...and for all it offers YOU... 
selling power unmatched in America’s third 
market. For selling power alone makes 
THE INQUIRER FIRST... FIRST in national 


advertising, retail advertising, classified adver- 


tising and total advertising. 


Boom Continues in 
DELAWARE VALLEY, U.S.A. 


$372 million 


industrial expansion set 


for 1954—18% increase over 1953. 
In face of 8% nationwide industrial 
expenditure decline. 


Che Philadelphia Pnguirer 


The Voice of Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: ‘ West Coast Representatives : 


LOS ANGELES 
FITZPATRICK ASSOCIATES 
3460 Wilshire Boulevard 

Dunkirk 5-3557 


SAN FRANCISCO 
FITZPATRICK ASSOCIATES 
155 Montgomery St. 
Garfield 1-7946 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 

Andover 3-6270 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


DETROIT 
GEORGE S. DIX 
Penobscott Bidg. 

Woodward 5-7260 
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Villanova Wins New-Type Laurels in Game; 
Football Merchandising Even Offsets Losses 


™ PHILADELPHIA, Jan. 25—The lad 
who, 80-odd years ago, was willing 
to die for dear old Rutgers might 
not feel the same way about foot- 
ball if he were to break a leg in 
the game today. For today at least 
one football team—Villanova—has 
become a manufacturer; its prod- 
uct is called the game of football, 
and this product can be merchan- 
dised, even as any other commod- 
ity. 

Through the use of modern mar- 
keting procedures (even with a 
somewhat inferior product), Vil- 
lanova College has solved its 
sports budget problems, and it has 
done so in the face of tv competi- 
tion. 

Furthermore, the college, which 
in 1954 enjoyed its most finan- 
cially successful season in 61 years 
of football, now is manfully pre- 
paring to do something about 
product improvement. (The profit- 
able season was achieved at the 
same time the team was turning 
in a record of one victory and nine 
losses.) 

Merchandisingwise, Villanova is 
in an enviable position at the start 
of 1955. It has received so many 
bids from prospective participants 
in its ticket merchandising pro- 
gram that it will be able to earn 
an even better return this fall. 


s Bud Dudley, Villanova’s ath- 
letic director, told ADVERTISING AGE 
he plans to merchandise all three 
1955 home games (with Baylor, 
Kentucky and North Carolina 
State). In 1953 he started with a 
single game; in 1954 he used two. 
All three promotions were roaring 
successes. 

As its merchandising partner in 
both years, Villanova tied in with 
American Stores Co., operator of 
Acme chain and American Stores 
neighborhood outlets. Here is the 
background of the modern mar- 
keting saga: 

In 1953, several weeks before 
the college’s opening game (with 
Georgia) in Philadelphia’s huge 
Municipal Stadium (100,000 seats), 
Mr. Dudley found that fewer than 
1,000 tickets had been sold. 

Mr. Dudley, who had been a 
wallpaper wholesaler before join- 
ing the Villanova staff, called a 
friend at American Stores and 
suggested they give away a foot- 
ball ticket with every $10 pur- 
chase. 

“A friend of mine, opening a 
food market, used a similar plan 
on a smaller scale some years be- 
fore,” he recalled. 


s The chain, interested in bring- 
ing in additional traffic, and es- 
pecially in exposing its slower de- 
partments to customers, actual and 
potential, decided to share in the 
cooperative push to the extent of 
40,000 tickets. 

The grocery retailer paid a flat 
fee (far below printed price, but 
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Here's why we brag in our little ads: 
ABC CITY ZONE 


Re 35,882 
Ea Sagas 0 oe ... 60,045 
0 See ... 84,089 
ES oe a 100,343* 


*Paragraph 28-d 3/31/54 ABC Report 


Neither Miami, Tampa or Jacksonville 
covers Central Florida as well as our news- 
paper, known in the Sun Empire as the 
newspaper bible of our prosperous people. 


Orlando Sentinel-Star 


MARTIN ANDERSEN—Editor, Owner, Ad-Writer & 
Galley Boy 


Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 


figures are not being disclosed by 
either party) for each ticket. Then 
its own promotion began. 

Mr. Dudley also worked out an 
industrial plan for companies with 
500 or more employes, involving 
half-price tickets (RCA Victor 
took 1,200). He also set up a fa- 
ther-and-son section, to which a 


customer could bring his children 
(at $1 a head) and interested Ki- 
wanis Clubs, Boy Scouts, etc. A 
neighborhood shoemaker gave 
away 100 tickets to kids in his 
neighborhood and attracted a re- 
assuring amount of new business. 

Within a few days American 
Stores Co. had unloaded all 40,000 
tickets, whereupon it got and dis- 
posed of 22,000 more. American’s 
thirst was still unslaked, and it 
came back for a third time, but 
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Mr. Dudley’s «other plans had 
worked so well that only 18,000 
tickets were left. The chain took 
them gladly. 


= In 1954, American Stores Co. 
took 85,000 tickets for the opening 
game, with Mississippi. A total of 
96,000 persons attended the game. 

For the Houston game—the 
second promotion—the chain took 
90,000 tickets. But a series of un- 
fortunate events occurred the 


week prior to the game. Hurricane 
Hazel struck and put many of the 
Acme stores out of commission. 
Besides, Villanova had lost six 
straight games, and people were 
beginning to complain about prod- 
uct quality. Still, 60,000 showed 
up, and the football game “man- 
ufacturer” was still safely in the 
black. 

Talking to AA from a bed in 
the University of Pennsylvania 
Hospital, where he was ordered to 


At th ‘same time, CHEMICA 
WEEK tallied: up the biggest: 
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rest after a three-month speaking 
tour, Mr. Dudley admitted that, 
despite the success of his merchan- 
dising plan, the enterprise still 
confronted some production prob- 


\ lems. 
A “It’s been a shot in the arm, 
; } but our product will have to live 


¥ up to expectations if we are to 
continue it after this year,” he ad- 
mitted. 


“A winning team will bring 


customers back to view the prod- 
uct. A losing team will not.” 

There has been so much talk 
about the success of the plan, that 
Mr. Dudley receives three to four 
mail inquiries a day from other 
colleges, other businesses, adver- 
tising agencies and advertisers in- 
terested in participating. Current- 
ly, he is talking with American 
Stores, several other chains, a food 
manufacturer, a gasoline company 
and a cigaret manufacturer. 


How has its cooperation affected 
American Stores? To get an exact 
reaction in 1954, the company kept 
accurate count of dollar volume for 
the 29 days preceding the Missis- 
sippi game, Oct. 21. Its total vol- 
ume was $4,500,000 higher than 
during the same period in 1953. In 
addition, sales in the chain’s meat 
department (women hereabouts 
generally like to buy meat from 
their neighborhood butcher) and 
produce section shot up phenomen- 


ally. The company says it is un- 
able to estimate how many new 
customers the 85,000 tickets 
brought in, but it is certain they 
could -be numbered in the thou- 
sands. 


= Like any astute manufacturer, 
Villanova has not overlooked the 
possibilities inherent in by-prod- 
ucts, either; the college operates 
all concessions at the games. Large 
crowds mean more hot dogs, more 


er to pi and influence CPI manoyeniont ae men ‘whditide alll rect: 


neath eee of all industriot markets. To cover the two major crt 
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coffee, more cold drinks and more 
programs sold; and the income 
from its low-end merchandise adds 
up, too. 

It used to be: “Die for dear old 
Rutgers.” Today, however, it’s 
“Buy for dear old Villanova.” 


‘Digest’ Revises Rates 

Some advertising rates in the 
Danish edition of the Reader’s 
Digest will be increased by about 
8% with the June, 1955, issue. 
The Scandinavian combination 
(Swedish, Danish, Norwegian and 
Finnish) will also have slightly 
higher rates. In July, rates for the 
Australian and New Zealand edi- 
tions will be increased almost 5%, 
when bought in combination. 


Solomon to Sheffield Hosiery 
Leonard J. Solomon, formerly 
general sales manager of Man- 
chester Hosiery Mills, has joined 
Sheffield Hosiery Mills Inc., Gil- 
bertsville, Pa., as exec. v.p. He 
will make his headquarters in New 
York. 


DO YOU REACH 
WITH CANADIAN 
BUSINESS PAPERS ? 


Many a U.S. firm intending 
to tap the rich Canadian 
market learns early that 
Canada is a national mar- 
ket reached only through 
national Canadian publica- 
tions . .. 4 out of 5 retail- 
ers, business, professional 
men including the key men 
in industry read Canadian 
Business Papers. 


Here with maximum effect 
you reach the exact seg- 
ment of the Canadian mar- 
ket you want. Write to-day 
for the recent survey* of 


our 105 BNA publications. 


*Gruneau Research 
Bulletin 1954 on 
request, 


137 WELLINGTON ST. W., TORONTO, CANADA 
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Container Corp. Livens ‘Humdrum’ 
Field with 20-Year Design Program 


(Continued from Page 2) 
legitimate reason for disagreeing 
with our choice; 

“The. advertising campaign 
which led to our choice does not 
oblige the criteria we have. con- 
sistently advocated in this space; 

“Our own past writings referring 
to campaigns of this type would al- 
most specifically dispute our cur- 
rent reasoning; and 

“The man whom we would hon- 
or is not in the slightest degree 
responsible for the words which 
appear in the ads. 

“And yet,” the Copy Chasers 
continued, “‘we’re sure that it (the 
campaign) and he (the man re- 
sponsible) fully deserve whatever 
encomium is attached to this 
award. We believe it is a truly 
outstanding advertising campaign, 
helping immensely to put the com- 
pany into the select group of 
‘leaders.’ ” 


= This kind of grudging acclama- 
tion is a familiar thing to em- 
ployes of Container Corp. by now. 
In Industrial Marketing’s case the 
big objection to be overcome was 
“the hideous advertising crime of 
preaching,” which admittedly 
characterizes the company’s cur- 
rent Great Ideas ad series. 

On the other side the superin- 
tendents of art and culture have 
reached an equally reluctant con- 
clusion that this is art, through ad- 
vertising. In 1945—about midway 
in the CCA’s institutional career— 
a milestone was passed when the 


= |move was to smarten up the com- 


J. $, Doughty 


W. P. Paepcke 


Art Institute of Chicago exhibited 
for 11 weeks the originals of the 
company’s United Nations series 
and earlier advertisements; it was 
the first one-company show of its 
kind in the institute’s history. 
According to J. S. Doughty, ad- 
vertising manager of Container, 
the exhibition later visited 20 other 
museums across the country, at- 
tracting nearly 200,000 visitors and 
providing hundreds of thousands 
of words of unsolicited press and 
radio publicity. A similar exhibi- 
tidn of the series on the States is 
now in progress, and one is being 
planned for the Great Ideas series. 


= Somewhere between the experts 
of advertising and of art is a mid- 
dle ground occupied by the simple 
readers of trade ads. Their reac- 
tions to the Container offerings 
also tend to be impressively strong, 
ranging from approval. through 
mystification to outrage—based on 
the charge that “this just isn’t 
advertising.” Included in this 
group has been, from time to time, 
quite a succession of irritated 
agency heads who would love to 
snare the account from N. W. Ayer 
& Son with “hard-sell” copy. 

These have failed, and are likely 
to fail, on two counts. For one 
thing, there is the fact that, during 
the 18 years in which it has been 
affronting advertising traditions, 
Container Corp.’s sales have multi- 
plied ten-fold—from less than 
$20,000,000 in 1937 to about $200,- 
000,000 a year at present. 

No overwhelming giant in the 
paperboard and packaging field, 
Container is nevertheless the rec- 
ognized leader, with about 8% of 
the total market, compared with 
around 5% for Robert Gair & Co., 


its next-largest competitor. 

The other reason is that, despite 
its apparent “radicalism” and em- 
phasis on newness, Container’s ad- 
vertising is only a part of one of 
the most consistent, coherent and 
clearly-thought-out promotional 
schemes in American business. 


Advertising Came Last 


It all began back in the ’30s, 
when Container Corp. decided that 
price competition was not a good 
basis for marketing in the pack- 
aging field. Mr. Paepcke, who had 
headed the company since its 
founding in 1926, decided instead 
that (a) service and (b) design 
should be the new bases. 

Selling service and delivery, of 
course, was no problem once the 
company had decentralized its pro- 
duction so as to be able to offer an 
advantage. But design was another 
matter: It was hardly possible for 
a salesman to tell a big carton us- 
er, “Your package is a dog. How 
about letting us redesign it?” 
Instead, Mr. Paepcke undertook 
the indirect approach of building 
his company into a pinnacle and 
symbol of superior design— 
through a broad public relations 
program in which design itself 
was to be the main instrument. 
And it was to be aimed not at the 
100,000-or-more purchasing agents 
who are CCA’s direct customers, 
but at everybody, in business or 
even out of it, who might some 
time have an influence in putting 
a new dress on a product. 


ws With characteristic prudence, 
Container Corp. made large-scale 
advertising almost the last step in 
this p.r. program. Instead, the first 


pany itself, and make it into a 
tangible symbol of good design. 
The instrument was a special de- 
sign department, formed in the 
mid-’30s under Egbert Jacobson. 
Mr. Paepcke gave it a year in 
which to study all the physical 
assets of the company and a free 
hand in redesigning them. 

Soon a host of objects ranging 
from letterheads to factories began 
to bear the imprint of striking— 
and modern—design. CCA trucks 
became traveling posters bearing 
the company’s black-and-tan color 
scheme and bold lettering; CCA 
stockholder reports began a dec- 
ades-long career of winning top 
design awards, and the company’s 
redesigned home offices became a 
kind of Mecca for industrialists | 
planning to build or remodel. 

The design department which | 
brought all this about is not to be, 
confused with Container’s product | 
design department, which, curi-| 
ously, was not developed until | 
vears later. It wasn’t until the) 
early ’40s that Albert Kner began | 
developing a product design de-| 
partment which eventually came | 
to employ 46 designers located 
across the country from Boston to! 
San Francisco. Before that, the 
company designed packages only 
when the client asked for it, and 
went to free-lance designers or to 
Mr. Jacobson to get the job done. 

According to Mr. Daughty, this 
order of things was logical, on the 
ground that “we started by doing 
a good job in our own backyard.” 


s By mid-1937 when Container 
decided to enter the pages of a na- 
tional magazine (Fortune), adver- 
tising could be built out of a firm- 
ly established company tradition, 
according to which public relations 
was an artifact instead of a sound- 
track. 

For its first series Container, at 


the suggestion of N. W. Ayer, com- 


missioned the noted French poster 


artist, A. M. Cassandre, to paint 12 
b&w designs; these were followed 
for a half-dozen years by designs 
by such artists as Herbert Bayer, 


Miguel Covarrubias, Gyorgy Kep- | 


es, Leonard Lionni, Herbert Mat- 
ter and Toni Zepf. 

Inevitably the copy was tele- 
graphically brief, the art was 
modern and the emphasis was on 
embodying design rather than 
talking, in traditional fashion, 
about the company. On the last 
paint, Mr. Paepcke found a special 
argument, the result of a hard look 
at the advertising potentialities of 
his industry: 


® “Regardless of the importance 
they possessed in our eyes,” he 
found, “we had to admit that pa- 
perboard boxes, the way they are 
made, our plants and machines, 
were matters of almost complete 
indifference to the business men, 
investors, prospective employes 
and leaders of public opinion who 
were our audience. 

“These were groups of people 
trained by experience to look for 
original thinking, and we knew we 
could win their sympathetic atten- 
tion only by demonstrating that we 
cultivated that habit of mind. For 
that reason, we also wanted to 
avoid the advertising cliche, the 
trite boast of superior perform- 
ance, the overdrawn metaphor— 
all the techniques, in fact, that 
had become associated with the so- 
called ‘hard sell.’” 

To AA, Mr. Paepcke summed it 
up this way: “That man has yet to 
be born who says, ‘Before I die I 
hope to own 10,000 containers.’” 


# Since its first venture into in- 
stitutional advertising, Container 
has expanded its list of publica- 
tions to include, at various times, 
Fortune and The New Yorker, and, 
currently, Business Week, News- 
week and Time. In the postwar pe- 
riod its pages have been in full 
color. 


Otherwise, the biggest change 


Tom 


CONTAINER CORPORATION OF AMERICA 


i weces mae OF ENTERS OOP 


has been toward less and less em- 
phasis on the company. Beginning 
with the war years it dropped 


a series first on “Saving Waste 
Paper” and then on the United Na- 
tions. By the time the war ended 
CCA had decided to make a perm- 
anent policy out of this wartime 
decision. 

As Mr. Paepcke will tell a read- 
er of one of his ads, “If we con- 
vince you that our box is the 
world’s best, we’ve still made a 
dead sale, because you don’t buy 
containers. Hence, we dropped the 
product message...” 


| Hunting Something to Say | 


# With no product to sell, except 
design, Container then went hunt- 
ing for something to talk (or de- 
sign) about. First it tried a series 
on the individual states and terri- 
tories, with the paintings provided 
by native artists. This sufficed for 
four and a half years. 

Then, mainly at the instigation 
of Mr. Paepcke, it launched what 
promises to be an almost-infinite 
“Great Ideas of Western Man” ser- 
ies in 1950. For this series, top 
artists were recruited from all 
over the world to illustrate telling 
historical utterances and documen- 
tary excerpts as derived most im- 
mediately from Prof. Mortimer 
Adler’s “Syntopicon” and _  ulti- 
mately from the Great Books 
movement. 

A good description of what the 
Great Ideas series sought to pro- 
mote (though not to settle) may 
be expressed in the January, 1955, 
insertion, where Epictetus offers 
this definition of the beginnings 
‘of philosophy: 

“A recognition of the conflicts 
between men, a search for their 
‘cause, a condemnation of mere 
‘opinion...and the discovery of a 


standard of judgment.” 


# For sound practical reasons, 


EVOLUTION OF AN AD APPROACH—S 


hown here are representative ex- 


amples of the Container Corp. institutional program, dating back to 


1937. They show, among other t 
direct advertising copy. At top le 


hings, the gradual removal of all 
ft is one of the 1937 series of b&w 


pages in Fortune; a departure in its day, it still devoted all of 
its scanty text to selling. By the time of the states’ series nine years 
later, art was predominant. In the Michigan full-color page, upper 


right, the tag line reads simply: 


“annual purchases,: $544 billion— 


mostly packaged.” Since 1950, copy and art in CCA’s full-color 

pages have been given over entirely to “Great Ideas of Western 

Man.” Even the Container label gets shoved aside sometimes, as in 
the Thoreau piece, lower right. 


company copy entirely, in favor of, 


Advertising Age, January 31, 


«A 
“| & Container Corporation of America Vs 
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STRAIGHT SELL—Container Corp.’s 
trade schedule is also long on de- 
sign, but with “sell” added. This 
54 full-color insertion in brewery 
magazines points out with quiet 
insistence that, “It’s the package 
on display that creates the impulse 
sale.” 


Container has been careful to keep 
its own corporate standards of 
judgment out of the selection of 
“great ideas.” Instead, it is left 
to a small committee composed of 
people both within and outside the 
organization. 

“We have to keep the whole 
Great Ideas procedure out of our 
line of v.p.s; otherwise, it leads to 
endless argument,” says Mr. Paep- 
cke. 

Even at that there are problems. 
One insertion—featuring Thoreau 
on individualism—recently “played 
hell with our organization” when 
Container personnel took a key 
sentence and made a company 
chant of it. 

The sentence: “Why should we 
be in such desperate haste to suc- 
ceed, and in such desperate enter- 
orises?” 

N. W. Ayer plays pretty much 
a mechanical part in the program, 
vrocuring the artists and handling 
vroduction, though now and then 
it will come up with some ideas 
for thematic statements. Artists are 
handled with care. Each one is 
guaranteed a minimum payment 
for an initial sketch whether it is 
accepted or not, and he is never 
asked to change anything. Sketches 
are accepted (or not) uncondi- 
tionally, though occasionally one 
may be returned with a suggestion 
that the artist try again. 


# It was typical of Container Corp. 
that there was no verbal com- 
mentary on its Great Ideas and 
that the emphasis was heavily on 
illustration; but the idea still found 
gmall favor at first with a war- 
weary advertising fraternity to 
whom appeals to the spirit were 
likely to smack of “flag-waving.” 
The gradual coming-around of Mr. 
Paepcke’s fellow-advertisers, as 
represented by the Industrial Mar- 
keting award, may have been due 
to the persistent good taste and 
studious tone of the selections, and 
above all to the quality of the art. 

It was certainly not due to any 
compromise on the art mode, which 
to this day remains relentlessly 
modern. 

“Lloyd’s of London can afford 
to use age and nostalgia and tra- 
dition, but a packaging firm has 
to be ‘modern,’” Mr. Paepcke 
feels. “Packagers want sleek, up- 
to-date material; for that reason, 
we don’t think Giotto or Gaines- 
borough would do for us.” 

As for “copy,” it now consists of 
the Container Corp. imprint, small 
in size and often lucky to find a 
vertical slot somewhere in one of 
the margins. 

Messrs. Doughty and Paepcke 
can cite some remarkable showings 
for CCA ads in the Starch meas- 


urements, where they have always 
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Sing it outdoors ! 


“Outdoor Advertising is hard to equal when it comes to 
reaching people,” says H. L. Webster, Vice President of the 
WM. WRIGLEY JR. COMPANY. ‘‘Wrigley’s Spearmint Gum is 

a product which sells to everybody and Outdoor Advertising 


is one medium we have found that reaches everybody, 


everywhere, regardless of age, sex, race, income, or locale.” 


The wM. WRIGLEY JR. COMPANY has used Outdoor Advertising for over 50 years. 


Ask your Advertising Agency about Outdoor Advertising. 


outdoor advertising reaches the most people—most often—at lowest cost 


THE STANDARD GROUP OF OUTDOOR ADVERTISING COMPANIES 


444 MADISON AVENUE, NEW YORK 22 
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Cooking by Candle? 


Nobody has to fry eggs that way... . and no advertiser 
has to employ half-way methods to reach the $8,000,000,000 
military consumer market. The right way to do it is through 
the top-circulation, top-economy TIMES Network of Service 
Weeklies... and The American Daily (with Weekend Edition) 
in Europe. 


And to reach MILITARY BUYERS. . . . the men who control 
22 billions in annual military procurement, advertise in their 
dynamic monthly trade magazine, The Military Market. 


MARKET DATA BOOK, rates and full information yours for 
the asking. Write your nearest Army Times Publishing Co. 
office. 


3132 M St. N.W., Washington 7, D.C. 
U.S. OFFICES: Boston, Chicago, Detroit, Los Angeles, 
New York, Philadelphia, San Francisco 

FOREIGN OFFICES: Casablanca, Frankfurt, London, 
Paris, Rome, Tokyo 


ARMY TIMES ¢ AIR FORCE TIMES * NAVY TIMES 


(Members: Audit Bureau of Circulations) 


THE AMERICAN DAILY + THE MILITARY MARKET 


(With Weekend Edition in Europe ) (Monthly magazine for Military Buyers) 


done well. But they seem to set 
much more store by something 
called “visibility,” which seems to 
be a combination of memorability 
and that old advertising reliable, 
exposure. 


= To illustrate, it is a measure of 
high visibility that Container ads 
get into all sorts of places where 
most ads don’t—schools, museums, 
homes, office walls—above all, un- 
der people’s skins. 

Thus, Mr. Paepcke observes 
that many a CCA ssales_in- 
terview begins with an argument 
about “that last crazy ad of yours.” 
He doesn’t pretend that the sales- 
man successfully defends the Con- 
tainer ad program, or is even in- 
clined to. But the result is instant 
recognition—and a _ conversation 
opener. 

On this same point, Mr. Paepcke 
points out that letters of comment 
on the institutional ads come in at 
the rate of six a day. “We have 
been doing regular trade advertis- 
ing for 20 years, and have yet to 


- 


get a single letter of comment on 


MR. AUGUSTUS A. HARMON 


OWNER 
ALTO TRAILER SALES 


“HERE’S HOW I SELL 
HOUSE TRAILERS 
IN NEW ORLEANS... 


/ 
eeethrough ads like this in the 
LOCALLY-EDITED NEW ORLEANS 


TIMES PICAYUNE STATES MAGAZINE” 


=== MOBILE HOMES 
en “ys geet Week! 


STARTS TODAY 


headed by ads in our Dixie Roto Magazine.” Any of 


magazine covers a mere 10% of this major market! 
“DIXIE ROTO Magazine has 
top place in all our sales and 
advertising campaigns,” says 
Mr. Harmon. “Page ads like 
this in our Locally-Edited 
Dixie Roto Magazine build 
volume sales and traffic for 
us regularly.” 


® Locally-Edited for highest readership 
¢ Gravure magazine reproduction 
¢ Complete flexibility 


MAGAZ}; INE 

ADVERTisine 
AT THE 

LOCAL LEve, 


For more information about 

these 12 weekly newspaper grav- 

ure magazines, contact one of 

the following representatives: 

art The Branham Company, Cresmer 

gs & Woodward, Inc., Jann & 

Kelley, Inc., Kelly-Smith Co., 

Moloney, Regan & Schmitt, Inc., 

O'Mara & Ormsbee, Inc., Scolaro, 

Meeker & Scott, Inc., Story, 
Brooks & Finley, Inc. 
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AKRON BEACON JOURNAL °¢ 
COLUMBUS DISPATCH ® 
INDIANAPOLIS STAR ® 
NEW ORLEANS TIMES PICAYUNE STATES ° 


ATLANTA JOURNAL AND CONSTITUTION 
DENVER POST © HOUSTON CHRONICLE 
LOUISVILLE COURIER-JOURNAL © 
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* Newspaper circulation impact 
* Maximum savings on positives 


ED ’CRAVURE MAGAZINES & 
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Want to know the proved way to boost house trailer sales in New 
Orleans? Just ask the New Orleans dealer for Elcar Trailers. Says Mr. 
A. A. Harmon, owner of Alto Trailer Sales: “After two years of suc- 
cessfully promoting house trailers through our Locally-Edited New 
Orleans Dixie Roto Magazine, we’re convinced of the magazine’s 
superior selling power. All our future sales campaigns will be spear- 


the newspaper 


representatives below can show you interesting testimonials like this, 
as proof of the selling impact of Locally-Edited Gravure Magazines. 

Buy magazine circulation where it counts! For example, your ads 
in the Locally-Edited Dixie Roto Magazine go right into 8 out of 
every 10 homes in New Orleans. By comparison, the leading national 
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Advertising Age, January 31, 1955 
it,” he told AA. 


= In spite of an apparently quix- 
otic bent toward underselling in 
its advertising program, Contain- 
er Corp. appears to know very well 
where it is going in the sales 
field. Asked whether he would 
prefer to spend a single $100,000 
in advertising or to give it to five 
salesmen and let them sell direct, 
Mr. Paepcke chose the latter. 

“Everything we make is made 
to order, and I don’t think we 
should spend much on advertising 
comipared with direct selling,” he 
said. 

Sure enough, Container’s insti- 
tutional program costs astounding- 
ly little considering the impact it 
has had: $340,000 a year covers 
art, space and everything. (“The 
‘gallery art’ we use is much cheap- 
er than that produced by top com- 
mercial artists,” says Mr. Paep- 
cke.) 


® The regular trade schedule—in- 
cluding business papers and direct 
mail—costs around $200,000 an- 
nually. This gives an advertising 
budget of $540,000 for a company 
whose sales are $200,000,000 a 
year; as a per cent of sales, it fig- 
ures to a mere 0.27%. 

For its actual selling with a cap- 
ital “S,” Container relies on its 
350 salesmen, plus direct mail and 
specialty industrial paper ads. The 
latter are also well designed, but 
are traditional trade ads concen- 
trating on product news—and there 
is a host of them because of the 
wide range of packaging needs 
catered to, from the smallest car- 
tons up to refrigerator boxes. 

“Any trade ad so generalized 
that it could be aimed at our whole 
sales audience would no longer 
be an ad,” Mr. Doughty declares. 
\s Also in the more traditional 
product information vein is a spe- 
cial program which Container con- 
‘siders its one and only consumer 
advertising venture. This is aimed 
‘at selling the company’s home 
‘freezing container, Vapocan. 

_ The 1955 campaign, just an- 
nounced by Ayer, is aimed at fam- 
ilies in rural and small-town areas. 
| Two- thirds page, two-color ads are 
scheduled for Capper’s Farmer, 
'Farm Journal, Household and Suc- 
‘cessful Farming. Illustrations— 
jsupported by reasonably “hard- 
sell” copy—will show the house- 
‘wife features of the plastic-top 
waxboard containers. 

| In addition, there will be an ex- 
| tensive trade schedule and a point 
of purchase program built around 
a six-foot-high merchandising 
display. 


# “Visibility” is not forgotten even 
‘in the selling end of Container 
,Corp., though; it especially makes 
'its appearance in that area which, 
in traditional terms, is held to be 
in the province of “p.r.” Though 


designed to meet particular com- 


mercial purposes, many CCA pvr. 
weapons have had an impact far 


beyond their original sphere. Some 
‘examples: 


e 1. A series of slotted pasteboard 
toys which Container started be- 
fore the war to show its prowess at 
die-cutting and color printing. Or- 
iginated to help promote the com- 
pany’s now-flourishing specialty 


| 
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© COLUMBIA STATE 


’ 


NEWARK NEWS 
$T. LOUIS GLOBE-DEMOCRAT 


© TOLEDO BLADE 


TOTAL CIRCULATION OVER 3,189,000 COPIES WEEKLY 


which was produced as a give- 


department (producing merchan- 
dising and promotional tools), the 


toys have had a strong impact on 
‘the toy business, and have been 
‘widely imitated. 


je 2. A 943-color manual which 
‘has become a classic in its field, 


and which Container produced for 
its own use because it could find 


‘no definitive guide to colors. It’s 


now for sale at $150, and lists 
among its owners four pages of 
paint makers. “They should be 
selling it to us,” says Mr. Paepcke. 


e 3. A remarkable world atlas 
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away to friends, and which Con- 
tainer put a $25 price on “to keep 
ourselves out of the business of 
selling atlases.” 

Unfortunately, a New York lit- 
erary critic got hold of a copy, 
and promptly proclaimed it the 
finest ever produced. In spite of 
the price, the clamor for copies 
became so insistent that Contain- 
er, considerably embarrassed, had 
to become very secretive about the 
whole thing. 


~ = It is only out of the context -of 


this whote vast “mosaic of mer- 
chandising” that Container, and 
Mr. Paepcke, can give an intelli- 
gible answer to that incessant 
question, “Does your institutional 
ad program sell boxes?” 

Their answer is no—and that it 
has never been intended to. A 
prime function of the current pro- 
gram, for example, is to “promote 
good citizenship.” 

But, says Mr. Paepcke, “insofar 
as it creates an acuté awareness 
of our company, giving it a dis- 
tinctive personality and identify- 
ing it with the best in graphic art, 
it succeeds extremely well.” 

In addition to such instances of 
“visibility” as public discussion, 
scholastic interest, mail volume, 
free publicity—and a demand for 
reprints so insistent that the com- 
pany has issued a huge reprint 
folio which it is selling for $5— 
Mr. Paepcke also points to the 
many inventors and other creative 
people who have been attracted to 
the company with their inventions 
and ideas. 


= One such is the present head of 
Container’s package design labor- 
atory, who was attracted all the 
way from Hungary through read- 
ing a magazine writeup about the 
company’s newborn design pro- 
gram. He came to America and 
straight to Mr. Paepcke, speaking 
no English but wanting very much 
to work for Container. 

“I'd give a lot of ad money to 
attract a man like that,” says Mr. 
Paepcke restrainedly. 


Wholesale Jewelers Plan 
National Jewelry Week 

The National Wholesale Jewel- 
ers’ Assn., New York, has set April 
22 to 28 as dates for National Jew- 
elry Week, the first nationwide 
event of its kind in the industry. 
In cooperation with manufactur- 
ers and retailers throughout the 
country, NWJA will launch an ad- 
vertising and publicity campaign, 
including merchandising devices 
that will provide all levels of the 
industry with sales kits, window 
displays and other sales aids. 

Culmination of the ad program, 
which is being handled by Lewin, 
Williams & Saylor, New York, will 
be a spread in the April 25 Life. 
Display cards, mats, stickers, but- 
tons and reprints of the Life ad 
will be made available to the trade 
within the next two weeks. Conant 
& Co., New York, will handle pub- 
licity. 


FitzGerald Inc. Reorganizes; 
Adds Three Accounts 


FitzGerald Inc., Providence, 
R. I., has changed its name to L. 
C. FitzGerald Inc. and Edward P. 
Conaty has joined the agency as 
a principal. Mr. Conaty, formerly 
budget director for the State of 
Rhode Island, is secretary-treas- 
urer of the new organization. 
Miles Todd Williams, previously 
an account executive with Hor- 
ton-Noyes Co., has been named 
to head the radio-tv department, 
and Natalie Johnston has joined 
the staff servicing religious goods 
accounts. 

The agency has been appointed 
to handle advertising for three 
new accounts. They are Provi- 
dence-Washington Insurance Co., 
Providence Wholesale Drug Co. 
and Weybosset Advertising Co. 


(outdoor advertising). 


a a c 


FCC Grants Miami 
Channel to Two 
Newspaper Owners 


WASHINGTON, Jan. 25—Brushing 
aside the dynamite-loaded news- 
paper ownership issue, the chief 
hearing examiner of the Federal 
Communications Commission last 
week told the commission the 
four-way competition for Miami’s 
Channel 7 ought to be decided in 
favor . of Biscayne 
Corp., a company headed by Niles 
Trammell, former NBC president, 
with the owners of Miami’s two 
daily newspapers equally sharing 
85% of the stock. 

Chief Hearing Examiner James 


Television 


D. Cunningham found Biscayne} 
superior by every test over East 
Coast Television Corp., South 
Florida Television Corp. and Sun- 
beam Television Corp. Each con- 
sisted of groups of local business 
men with no previous broadcast 
experience. 


s Mr. Cunningham placed particu- 
lar emphasis on the fact that Mr. 
Trammell will serve as general 
manager of the proposed station, 
pointing out that his experience 
was far more extensive than, that. 
of any of the other competitors. | 
He said the Knight and Cox news- 
papers, which back Biscayne, have 
rendered “creditable public ser- 
vice at both the national and local 
level.” 
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Ij you sell ee 
Records 


the record section of the 
new DOWN BEAT will pro- 
duce fast results... by readers 
who purchase records regularly 
and frequently. 


More than 100,000 buyers use 
DOWN BEAT as their guide 
for record purchases. 


Write today for complete market information! 


DOWN BEA 2001 Calumet Ave. 


Chicago 16, Ill. 
Every hing in the World for the World of Music 


publication 


IN INLAND CALIFORNIA (ano western NevaDA) 


These five inland radio stations, purchased as a unit, give you 
more listeners than any competitive combination of local 
stations . .. and in Inland California more listeners than the 
2 leading San Francisco stations and the 3 leading Los 
Angeles stations combined .. . 


thousand! (SAMS and SR&D) 


Beeline listeners in this independent inland market spend 
over $3 billion annually at retail, nearly a billion annually 
for food alone. (Sales Management’s 1954 Copyrighted 


Survey) 


M<CLATCHY BROADCASTING COMPANY 


SACRAMENTO, CALIFORNIA ¢ Paul H. Raymer Co., National Representative 


and at the lowest cost per 


SACRAMENTO 
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Ted Cox Joins David Cox 

Ted Cox, formerly a v.p. of 
Harshe-Rotman, has joined the 
Chicago public relations company 
of David M. Cox as a partner, and 
the name of the company has been 
changed to Cox & Cox. The part- 
ners are not related. 


Clarke Hambley Named A. M. 


Prince Matchabelli Inc., New 
York, has appointed Clarke C. 
Hambley advertising manager. 
Formerly with Patek-Phillippe 
Watch Co., Mr. Hambley joined the 
company in 1950 as assistant ad- 


New Towers 


vertising manager. 


in the Sky! 


The new—brings to an end the old, turns the 
page of industry's progress and opens up a new 
period of development. The radio-electronic 
industry marks its new year from March-to- 


March, timed to the 


Radio Engineering Show 


(March 21-24) and to the March Convention Issue 
of “Proceedings of the I R E” with its hundreds 


of product ads. The 


45,000 press run begins 


February 8 so place your ad today! 


Engineers are educated 
to specify and buy! 


INSTITUT 


E OF RADIO ENGINEERS 


Proceedings of the IRE 


Advertising Department 


1475 Broadway, New York 36, N. Y. 


‘Minute Maid Plans 


New Ad Program for 


Snow Crop Division 


New York, Jan. 25—Minute 
Maid Corp. is new reviewing the 
market position of its recently ac- 
quired Snow Crop division. Mean- 
while, Snow Crop advertising, 
through Maxon Inc., has virtually 
come to a halt. 

Minute Maid officials say they 
will be ready shortly with a com- 
plete advertising and sales pro- 
gram for the new division. 

Top executive posts at Snow 
Crop have been vacated. N. B. 
Barclay, president, Walter Sat- 
tler, director of advertising and 
sales, and Joseph Waters, exec. 
v.p., have all resigned. 

Mr. Waters has opened a mer- 
chandising consultant office, Jo- 
seph Waters & Associates. 

Ambrose E. Stevens, Minute 
Maid v.p., has assumed sales su- 
pervision for both the Minute 
Maid and Snow Crop divisions. 

Minute Maid purchased Snow 
Crop from Clinton Foods last No- 
vember. 


State Farm Slates 5-Page Ad 
State Farm Mutual Automobile 
Insurance Co., Bloomington, II1., 
has scheduled a five-page ad 
in the Jan. 31 Life which tells 
a sales story as a report in 
the form of a pictorial narrative 
explaining how State Farm is able 
to sell “highest-quality auto insur- 
ance at less-than industry rates.” 
The ad stresses the company’s 
“careful driver policy,” which 
State Farm says helps hold insur- 
ance costs down. Needham, Louis 
& Brorby, Chicago, is the agency. 


YOU MIGHT SKATE 100 YARDS IN 11.4 SECONDS*— 


BUT.. eee YOU NEED WKZO RADIO 
TO SET RECORDS 
IN WESTERN MICHIGAN! 


PULSE REPORT—I00% YARDSTICK 


KALAMAZOO TRADING AREA—FEBRUARY, 1953 


MONDAY—FRIDAY 


(a) Does not broadcast for complete six-hour period and the 


share of audience is unadjusted for this situation. 


pe tay m 
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x GOGAT SEL san 


She Selyer Halions 


i we abated WD’ 


You just can’t cover Western Michigan without WKZO. Pulse 


6 a.m. 12 noon 6 p.m. 7 
12 noon 6 p.m. midnight figures, left, prove that WKZO gets the lion’s share of the 
WKZO 59% (a) 59% 48% audience, 18 hours per day! In the afternoon, for example, 
- > je) * ” WKZO delivers 321.4% more listeners than Station B, for only 
D 4 4 4 35.3% more money. 
aiie: ° “ 7 Pulse isn’t the only yardstick. Nielsen, too, credits WKZO— 


with 177.7% more average daily daytime families than Station B! 


CBS RADIO FOR KALAMAZOO 
AND GREATER WESTERN MICHIGAN 


Avery-Knodel, Ine., Exclusive National Representatives 


*Loretta Neitzel set this world’s record for women at Detroit in January, 1929 
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Getting Personal 


Lila Bell Wallace, co-editor of something called Reader’s Digest, 
and Denny Griswold, publisher and editor of Public Relations News, 
were named two of six outstanding women of 1954 by the New York 


HONEYMOONERS—Chicagoans Hugh 


Foster, ad manager, Pullman- 
Standard Car Mfg. Co., and his 
bride, the former Georgette Weiss, 
on the beach at Nassau, Bahamas. 
Mrs. Foster is editor of Liquid Car- 
bonic News, house organ of Liquid 


Journal-American — the 
other four are banking 
gals... 

Campaigns and things: Er- 
win, Wasey exec. v.p. Ken 
(Kenath) Sponsel has ac- 
cepted the chairmanship of 
the New York City Cancer 
Committee’s 1955 April Cru- 
sade, advertising and pub- 
lishing section, that is. . .Cal- 
kins & Holden board chair- 
man Sherwood Smith will 
serve as public information 
committee chairman of the 
Greater New York 1955 Red 
Cross campaign for members 
and funds. . .Einson-Freeman 
president and director Al 
Halpairn will head _ the 
graphic arts division cam- 
paign of the Legal Aid So- 
ciety...Back to that Red 
Cross item above, to note 
that Ruthrauff & Ryan v.p. 
George Wolf has a p.r. and 
education committee which 
includes Walter Weir (Don- 
ahue & Coe), Ed Gottlieb 


: (Foote, Cone & Belding), 
Carbonic Corp. Sid Piermont (NBC-TV), 
Lou Menna (Benton & 


Bowles) and Josef C. Dine and Allan H. Kalmus (Dine & Kal- 
mus).. 

Connie Reoch, in charge of production at Curtis Publishing’s New 
York office, will marry Don Calkins, manager of the chemical en- 
gineering department, Merck Chemical Co., Rahway, N. J., in late 
May... 

Pete Schachte, whose father (Henry Schachte) is senior v.p. of 
Bryan Houston, has joined the copy department of WICC, Bridge- 
port, Conn. Young Schachte got his broadcasting experience at 
VPI’s campus radio station. ..Don Buttenheim, president of Butten- 
heim-Dix Publishing Corp., which puts out Contractors & Engineers, 
also is president of the private New York State Citizens Committee 
for Public Schools and the central school district board of education 
embracing Mount Kisco, Bedford Hills, Bedford Village and Pound- 
ridge. ..Jack Thompson, promotion manager at Walt Disney Pro- 


ductions, New York, and Barbara Walters, secretary to Milton Ray- 
mond, Dowd, Redfield & Johnstone account exec., plan to be mar- 
ried some time between Feb. 5 and Feb. 10, depending on when 
they complete reservations for a European honeymoon... .Lewis 
Martin, director of WBT-Radio’s Housewives Protective League 
and “Starlite Salute” since 1952, has been named secretary of the 
Charlotte Grocery Mfrs. Representatives Assn. . . 


FILM STAR—James Cahoon (center), producer of the Ad Council’s 

“The Future of America” tv film, discusses a scene with Paul Hoff- 

man (right), chairman of Studebaker-Packard, at Mr. Hoffman’s 

Pasadena home. The half-hour film, with additional footage by the 

Atomic Energy Commission, Eastman Kodak, General Electric, 

Esso and Capital Airlines, was shown Jan. 2 on four networks, NBC, 
CBS, ABC and DuMont. 


Carl P. Miller, executive director, Pacific Coast edition of the 
Wall Street Journal, has been elected president of the Los Angeles 
Chamber of Commerce... 

Ralph Carson, president, and his cohorts at Carson-Roberts, Los 
Angeles agency, are using a novel idea they say works fine with 
their clients. When any of the agency’s personnel “goofs” on a 
client project, after the usual apologies and correction of the error, 
the client also gets a copy of the Freddy Martin record “Somebody 
Goofed” with the offender’s picture and a short note pasted on it. 
It’s reported that recipients (few, of course, it is said) have phoned 
back or written notes to congratulate instead of complain. The idea 
is free, the agency says... 

James Buckmeyer, art director of Walter McCreery Inc., Beverly 
Hills, was married to Eva Mary Woodward Jan. 14 in Arcadia, Cal. 
Honeymooned in the High Sierras and Las Vegas... 

Sylvia Berghom, secretary to Jim Wales, account executive on 
the Jamaica Tourist Trade Development Board account at Charles 
W. Hoyt Co., New York, and Vince Coakley Jr., Hobson Miller Pa- 
per Co, salesman, will be married in the fall... 
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DAILY — 


Average circulation of the Chicago 
Daily News for December, 1954, 
was 588,895, 25,985 higher than for 
December, 1953, and the highest 


December daily average in this 


newspaper's history. 


SATURDAY 


Average circulation of the Chicago 
Daily News for December, 1954, 
was 594,203, 23,309 higher than for 
December, 1953, and the highest 


December Saturday average in this 


newspaper’s history. 
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20 Advertising Age, January 31, 1955 
i — highly favorable attention from|gested to men that there was|ries items were promoted in the Ec 
Business Paper Success Story the trade. ‘something in this idea for them) business papers is found in Len- th 
Dealers were also pleased with |and that they should be as atten-/theric’s July, 1954, advertising. It pt 
° ° S Pp the cooperative advertising which|tive to the use of their special features a spread in color showing TI 
ell Idea First In Business apers, in mid-1953 became a part of the | toiletries as a well-groomed wom-| the packages in full size; heading pe 
campaign. Newspapers were a ma-|an should be. This entire line of|the story is the emphatic claim Sc 
7 7 jor part of this end of the cam-|thought was carried through into that “Never, never, Never since fc 
Build from There Is Lentheric Credo paign, but it also included some the business paper advertising. the world began has there been a li 
/ use of cooperative radio and tv. In 1954, the campaign was car-|perfume like Adam’s Rib.” Nor, a 
New York, Jan. 25—Business| inserts (carried by Beauty Fashion ried on vigorously, in both con- a e ye BA gma ti 


paper advertising which included 
the use of 12-page inserts—and 
also a four-page insert carrying a 
playable recording—-has contrib- 
uted a lot, in the past two years, 
to the burgeoning record of sales 
of the Lentheric division of Olin- 
Mathieson Chemical Corp. 

The Lentheric line consists of 
perfumes (“fragrances” in the 
trade) and a full line of men’s 


toiletries. For years it was a part|] 


of the Squibb operation and was 
taken over, along with Squibb, by 
Olin-Mathieson when the present | 
setup was organized two years 
ago. 

The aggressive campaign, which 
brought the line the best sales in| 
its history in the past year, was 
initiated in 1953, under the direc-| 
tion of Jack Mohr, head of the | 
Lentheric division, and William G. | 
Ohme, advertising manager. The| 

| 


newer ever NMeVEr 

has there been 2 
promotan We this! 
ADAM’S RIB 


PERFUME 
and 


APPLE OF EDEN 


LIPSTICK 


LENTHERIC 
’ 1 AVENUE 
NEW YORK, Nv 


ADAM & EVE—This Lentheric ad, 

which was used in Beauty Fashion, 

Cosmetics & Toiletries and West 

Coast Druggist in July, 1954, 

helped build a basis for the divi- 

sion’s consumer promotion pro- 
grams. 


agency is Cunningham & Walsh, 
New. York. 

A radical change in policy was 
initiated in 1954, when drug stores 
were added to the retail dealers. 
With this move, drug trade papers 
were added to the division’s busi- 
ness paper list, previously confined 
to the two leading toiletries jour- 
nals. 


= “We have always believed in 
getting an idea across first in the 
business papers, and building it 


up from there, rather than the re- | 


verse,” Mr. Mohr told ADVERTISING 
AGE. 

“Of course, we keep dealers in- 
formed through their trade papers 
of the extensive national advertis- 
ing we are doing for the Lentheric 


and Cosmetics & Toiletries) was 
added in August, 1953, to push the 
line into more active movement 
throughout the trade. 

Reprints of the inserts were also 
used extensively as a direct-mail 
piece to wholesalers and dealers, 
and with the complete.sales mes- 
sage which they carried, attracted 


= The theme of the consumer ad- 
vertising was all but revolutionary. 
It consisted of the simple sugges- 
tion that perfumes should be used 
regularly by all women—for ordi- 
Mary occasions as well as for par- 
ties and other special events—in 
order to maintain the “distinction” 
for which the better “fragrances” 
were designed. The ads even sug- 


sumer media and business papers; 
the response of the drug field 
helped materially in increasing the 
number of dealers. Lentheric re- 
ports that around 25,000 dealers 
now carry the line. The whole ad- 
vertising theme is being carried 
into 1955, naturally, and the fore- 
cast is for continued success. 

One example of how new toilet- 


and Apple of Eden lipstick, the 
items featured, are referred to 
thus: 


= “Inspired by the instant nation- 
wide success of Adam’s Rib, the 
‘uninhibited’ perfume, Lentheric 
has created a fabulous new lipstick 


shade, fittingly named Apple of 


se 


| 
| 
| 


a 
| 


| 


| 
| 
| 
| 
| 
| 
| 


line, but that does not mean that 
the business paper advertising is 
confined to this important detail. |..“' 
We have tried—with some success, | .. 
judging by results of the past year |‘~ 
or so—to sell the trade on the 
character of the line, picturing 
packages and the various items in |\ 
the copy, and emphasizing all of 
the factors which should make 
sales larger and easier. The con- 
sumer advertising has been played 
up as a member of the team.” 


s With a dozen or so women’s|. 
magazines and substantial use of | 
radio and tv for its perfumes, plus | 
a consistent campaign in men’s) 
magazines for that end of the line, 
the smashing force of the 12-page 
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Advertising Age, January 31, 1955 


Eden! We’re breaking the news of | tion to the recording: “Stop, Look |clared Mr. Ohme. 


this big double promotion with 
colorful national advertising in 
The New Yorker, Glamour, Har- 
per’s Bazaar, Screenland, Silver 
Screen, True Life Stories. We’re 
following up with bushels of pub- 
licity and merchandising aids. Be 
sure to tie-in, and taste the fruits 
of 1954’s biggest fragrance promo- 
tion success!” 

The four-page insert which ran 
in the toiletries journals in Feb- 
ruary, 1954, was one of the most 
unusual in the whole campaign. 
Its first page carried an actual 
phonograph record, whose message 
was a frank sales talk by Mark 
Hawley, on behalf of the Lentheric 


and Listen to this record.” It went | 
on to say: “It is a real record, and 
tells the whole exciting story. 
Punch out the record, following 
the perforated line—place on any 
standard 78-rpm phonograph, and 
sit back and listen to the exciting 
news.” The consumer promotion 
and sales contest were featured. 


= Apparently a great many of the 
dealers did just as_ instructed, 
|judging by sales results. And the 
| response of the drug market to the 
rest of the campaign was also of 
handsome proportions. “We ar- 
rested the adverse trend among 
dealers and changed it to a for- 


line. The head copy directed atten- 


ward motion early in 1954,” de- 


Lentheric’s business paper list 
as a whole included American 
Druggist, Beauty Fashion, Cosmet- 
ics & Toiletries (suspended publi- 
cation, December, 1954), Drug 
Topics and West Coast Druggist. 


Tomkins Leaves Grant 
Donald E. Tomkins has resigned 


‘as radio-tv director of Grant Ad- 


vertising, New York, effective Feb. 
1, to reopen a consultant service. 
Since November, Grant has had 
two men in New York with the 
title, ‘“radio-tv director”; the other, 
William C. Patterson, who joined 
the agency with the Tom Maloney 
group from Cecil & Presbrey, re- 
mains with Grant. 


Gay Walton to Leave Kayser | 

Gay Walton has resigned as ad- | 
vertising director of Julius Kayser 
& Co., New York. She remains on 
a consultant basis until March 1 
and then will take an extended 
vacation before entering new ac- 
tivities. Miss Walton joined Kayser 
‘more than 25 years ago and has 
directed the company’s advertising, 
publicity and public relations pro- 
gram since its infancy. 


‘New Account to Basford 

Kidde Mfg. Co., Bloomfield, N. 
J., has named G. M. Basford Co., 
‘New York, to handle advertising 
'for its textile machinery, commer- 
cial cream whipper and _ soda 
‘siphon products, effective Feb. 1. 


ee 


if 


Pe ay te ee ate 


COMEDY SHOW 
ever offered to 
Local Sponsors! 


million American families 
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Withhold Judgment 
Until Research Is 
Done, Says Kolodny 


WASHINGTON, Jan. 25—Joseph 
Kolodny, managing director of the 
National Assn. of Tobacco Whole- 
salers, charged last week that the 
tobacco industry has been engulfed 
in a tidal wave of unfavorable 
publicity, on the basis of charges 
which cannot be backed up with 
“one scintilla of proof.” 

In a speech to the Washington 
unit of the American Public Rela- 
tions Assn., he said the authors of 
smoking-cancer scare stories “con- 
ceded that further study of the 
subject was required before any- 
thing more than tentative conclu- 
sions could be drawn.” But, he 
said, their attacks “succeeded in 
making the pros and cons of smok- 
ing a major topic of conversation.” 
He said the bad publicity en- 
dangered the incomes of several 
and 
left the industry in the position of 
“the gentleman who was asked, 
‘When are you going to stop beat- 
ing your wife?’” 


a “These aspersions occasioned so 
much public debate that the in- 
dustry could ill afford to ignore 
them,” he said. “The industry as- 
sumed what I believe was a 
wholly reasonable and _ sensible 
attitude. It said, in effect: while 
certain charges have been made 
against tobacco, disagreement 
with these allegations has been 
expressed by others. We believe 
the American smoker is entitled 
to know the truth. To that end 
we are engaging the services of 
well-known research men of un- 
impeachable reputation to make 
exhaustive and unbiased study of 
the matter and freely report 
their findings. Until the truth is 
ascertained, we suggest that you 
withhold your judgment.” 


Dow Offers Reading Booklet 


“How to Read Faster,” a 16-page 
booklet addressed to high school 


\students and high school grad- 
/uates, has been prepared by Dow 
‘|Corning Corp., 
‘Copies are available from Dow 
‘Corning at 10¢ each for 1 to 24 


Midland, Mich. 


copies; 4¢ each from 25 to 99 cop- 
ies, and 3¢ each for 100 or more 
copies. 


Lambretta Names Hitzig 
Michael Hitzig has been ap- 


m | pointed advertising and public re- 


lations manager for the Lamb- 
retta division of Innocenti Corp., 
New York, maker of the Italian 
motor scooter. He was formerly 
with Abbott Kimball Co. 


Florida’s agricultural 

methods would be 

sO-much Chinese to 

those unacquainted 
National and regional publications 
cannot serve our unique sub-tropical 
agriculture 


To sell the Florida Market send 
your message through the magazine 
that serves the Florida Farmer's spe- 
cialized needs . . . basic as the soil. 
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Conventions 


*Indicates first listing in this column. 

*Feb. 7-9. American Management Assn., 
marketing conference, Hotel Statler, New 
York. 

*Feb. 10-12. Southwestern Assn. of Ad- 
vertising Agencies, annual convention, 
Skirvin Hotel, Oklahoma City. 

Feb. 10-12. Advertising Federation of 
America, Fifth District convention, Day- 
ton Biltmore, Dayton, O. 

Feb. 11-12. Northwest Daily Press Asen., 
36th annual meeting, Radisson Hotel, 
Minneapolis. 

Feb. 14-15. Inland Daily Press Assn., 
winter meeting, Drake Hotel, Chicago. 

Feb. 16. Associated Business Publica- 
tions, midwest conference, Palmer House, 
Chicago. 

Feb. 18-19. Interstate Advertising Man- 
agers Assn.—Pennsylvania Newspaper 
Publishers Assn., advertising conference, 
Penn Harris Hotel, Harrisburg. 

Feb. 20-21. Midwest Newspaper Adver- 
tising Executives’ Assn., 73rd semi-annual 
meeting, President Hotel, Kansas City, 
Mo. 

March 2. Associated Business Publica- 
tions, eastern conference, Roosevelt Ho- 
tel, New York. 

*March 5-6. Missouri Newspaper Man- 
agement Clinic, School of Journalism, 
University of Missouri, Columbia. 

March 12-15. Advertising Specialty Na- 
tional Assn., third annual spring special- 
ty show, Palmer House, Chicago. 

March 16-18. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 17-20. Advertising Federation of 
America, Fourth District convention, Tal- 
lahassee, Fla. 

March 17-20. Southeastern Advertising 
Conference, Florida State University, 
Tallahassee. 

*March 21-23. Canadian Assn. of Radio 
and Television Broadcasters, annual con- 
vention, Chateau Frontenac, Quebec. 

April 4-8. National Advertising Agency 
Network, 24th annual conference, De! 
Monte Lodge, Pebble Beach, Cal. 

April 5-7. Point-of-Purchase Advertis- 
ing Institute, annual convention, Palmer 
House, Chicago. 

April 13. Brand Names Day dinner, 
Brand Names Foundation, Waldorf-As- 
toria, New York. 

April 16-21. National Business Publica- 
tions, spring meeting, Boca Raton Hotel 
& Club, Boca Raton, Fla. 

April 21-23. American Assn. of Adver- 
tising Agencies, annual meeting, Boca 
Raton Hotel & Club, Boca Raton, Fla. 

April 21-23. Southern California Adver- 
tising Agencies Assn., annual conference, 
El Mirador Hotel, Palm Springs. 

April 26-28. American Newspaper Pub- 
lishers Assn., annual convention, Wal- 
dorf-Astoria, New York. 

May 2-3. Outdoor Advertising Assn. of 
America, 3rd annual painted display con- 
ference, Hotel Sherman, Chicago. 

*May 3-6. Assn. of Canadian Advertis- 
ers, annual convention, Royal York Ho- 
tel, Toronto. 

May 9-11. National Industrial Adver- 
tisers Assn., annual convention, Sheraton 
Park Hotel, Washington, D. C. 

May 12-13. Inland Daily Press Assn., 
spring meeting, Drake Hotel, Chicago. 

May 22-24. Magazine Publishers Assn., 
36th annual meeting, The Greenbrier, 
White Sulphur Springs, W. Va. 

May 23-25. Sales Aids show, sponsored 
by Advertising Trades Institute, Biltmore 
Hotel, New York. 

May 25-28. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 5-8. Advertising Federation of 
America, 5lst annual convention, Palmer 
House, Chicago. 

June 8-10 National 
convention and _ sales 
Waldorf-Astoria, New 

June 15-17. American 
national conference, 
Milwaukee. 

June 26-29. Advertising Assn. of the 
West, 52nd annual convention, Multno- 
mah Hotel, Portland, Ore. 

July 11-13. Summer meeting, Newspa- 
per Advertising Executives Assn., The 
Greenbrier, White Sulphur Springs, W. 
Va. 

Sept. 12-14. Direct Mail Advertising 
Assn., 38th annual convention, Morrison 
Hotel, Chicago. 

Oct. 2-6. Outdoor Advertising Assn. of 
America, 58th annual convention, Jeffer- 
son Hotel, St. Louis. 


Sales Executives 
equipment fair. 
York. 

Marketing Assn., 
Schroeder Hotel, 


Market Facts 
About Lawyers 


Lawyers earn way above the average, have 
more to spend. They shape clients’ opin- 
ions, guide decisions worth millions for 
countless products and services. Reach this 


t 
key group through CASE AND COMMENT, 


the bi-monthly Lawyers’ Magazine. Guar- 
anteed controlled circulation—100,000. Ac- 
tual 6 mos. average—125,096—to lawyers, 
judges, law professors, law libraries. Plus 
a bonus of 22,684 bulk to law students 
Gives you more than double the circulation 
of the next legal magazine o to adver- 
tising. For samples, more facts, contact 
CASE AND COMMENT, t. AA 61, 
Aqueduct Building, Rochester 14, N. Y., or 
National Publishers Representatives, Inc., 
114 EB. 47th St., New York 17, Plaza 3-5171. 


Oct. 17-18. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 17-19. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 17-19. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 
Club, Chicago. 

Nov. 14-16. Advertising Essentials Show, 
sponsored by Advertising Trades Insti- 
tute, Biltmore Hotel, New York. 

*Nov. 14-18. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fla. 


Bachman Leaves Grey 
Ruth E. Bachman has resigned 
from Grey Advertising, New York, 


where she has been personnel di- 
rector for the past eight years, to 
become advertising personnel spe- 
cialist at the Bing-Cronin Employ- 
ment Agency, New York. 


Reingold Co. Adds Two 

Richard Brugman, formerly with 
Horton-Noyes Co., Providence, R. 
I., has joined the copy staff of the 
Reingold Co., Boston. William 
Beyer, previously a free lance 
artist, has joined the agency’s art 
department. 


McGraw-Hill Promotes Hoiz 

Effective Feb. 1, Robert B. 
Hotz, executive editor of Aviation 
Week since 1952, will become edi- 
tor of the McGraw-Hill publica- 
tion. He succeeds Robert H. Wood, 
who is resigning after eight years 
with the magazine. 


F&S&R Adds Account 

Package Machinery Co., East 
Longmeadow, Mass., has named 
Fuller & Smith & Ross, New York, 
to handle its advertising. Previous 
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agency was John O. Powers Co., 
New York. 


Turner to Market Relations 

Leo J. Turner has joined Mar- 
ket Relations Network Inc., New 
York public relations company, as 
director of publicity. A veteran 
of 13 years with the United Press, 
he was formerly associate editor 
of Newsweek in charge of business 
news and, most recently, public 
relations director for industrialist 


C. Russell Feldmann. 
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Sundial Shoe Names Chirurg 


Sundial Shoe Co., Manchester, 
N. H., a division of International 
Shoe Co., has named James Thom- 
as Chirurg Co., Boston, to handle 
its advertising, succeeding Hoag 
& Provandie, Providence. 


‘Cue’ Promotes Loeb, Ross 
Edward Loeb, formerly treasurer 
and circulation manager of Cue, 
New York, has been named general 
manager of the magazine. Herbert 
Ross, previously advertising man- 


ager, has been named director of|car leasing business, in which he 


advertising. 


Avis Sells Rent-A-Car System) 


leases whole fleets of cars to com- 
panies. 


Warren E. Avis has sold his| Rockmore Co. Adds Three 
Avis Rent-A-Car System, Detroit,| Rockmore Co., New York, has 
for $8,000,000 to a corporation|three new staff members. Joining 
headed by Richard S. Robie, Bos-| the agency are Cedomil Vuckovic, 
ton. The Avis System has fran-|formerly with McCall’s, associate 
chised operators in 330 U. S. cities|art director; Monroe Litman, for- 
and also in 11 foreign countries.|merly with Morey, Humm & John- 
Mr. Avis, who will be associated|stone, production assistant, and 
with the new corporation as|Maureen McDermott, formerly 
honorary chairman, retains his!with America, publicity assistant. 


Konon-Englen-Noone 
Agency Is Formed 


Cuicaco, Jan. 25—Konon-Eng- 
len-Noone Advertising opened for 
business last week as Chicago’s 
newest agency. It will specialize 
in accounts “selling to home build- 
ing, heavy construction, home re- 
pair and remodeling markets and 
those selling to realtors and mer- 
chant and mortgage builders.” 

Three of the five principals are 


27% INCREASE in pages of 
non-grocery advertising in 1954! 


FIRST IN PAGES of food and 
grocery advertising among all 
monthly magazines—for the 
fifth consecutive year! 


7 SHE’S IN THE MARKET TO BUY! 


She has to be to get Family Circle! 4,000,000 
family-shoppers buy Family Circle in the 7,750 
supermarkets of these 14 leading chains in all 
48 states and Canada: SAFEWAY, KROGER, AMERI- 
CAN, FIRST NATIONAL, JEWEL, WINN & LOVETT, 
GRAND UNION, BOHACK, RED OWL, ALBERS, WEIN- 
GARTEN, DIXIE HOME, BUTT, H. G. HILL. 


SHE’S IN THE MOOD TO BUY! 


She has to be to read Family Circle! Family 
Circle is the service magazine for family-shop- 
pers—attracts only women who are actively 
interested in editorial on how to live and how to 
buy for their 14,000,000 family members. How 
to buy: FOOD, GROCERIES, APPLIANCES, FURNISH- 
INGS, HOUSEHOLD EQUIPMENT, APPAREL, DRUGS, 
TOILETRIES, TRAVEL, ENTERTAINMENT, JEWELRY, 
GARDEN SUPPLIES. 


| 


WEW YORK 
CHICAGO 

SAN FRANCISCO 
LOS ANGELES 
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N. A. Konon, who formerly had 
his own art studio, Dyne Englen, 
who has been with several small 
agencies, and Norman O. Noone, 
an architect. The remaining prin- 
cipals will join the agency in 
March. 

According to Mr. Englen, the 
agency will offer a press relations 
service consisting of periodic mail- 
ing of editorial material to home 
editors. An external house organ 
also is planned. 

Offices of the agency are at 176 
W. Adams St. 


‘American Heritage’ to Fairfax 


American Heritage Publishing 
Co., New York, has appointed 
Fairfax Inc., New York, to handle 
advertising for American Heri- 
tage, a magazine in book form, 
published six times a year, which 
was taken over last summer by 
the publishing company from the 
American Assn. of State & Local 
History (AA, July 26). Plans call 
for use of book sections of news- 
papers and general magazines. . 


SERVICE 


Exactly as you must have it... 
at the lowest final cost to you! 


Agency Ad Composition 
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4,100,000 BIRTHS in ‘54 
"RECORD BABY BOOM’ 
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ABOUT HOSPITAL DISTRIBUTED 


GittPoy SAMPLING 


PROGRAM 


Gift-Pax delivers your product to new 
mothers, at their bedside in the hospital. 


WRITE FOR MARKET COVERAGE BOOKLET! 
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NOW REACHING E 
3,000,000 YOUNG 
FAMILIES YEARLY 

IN THE UNITED | 
STATES, CANADA, _ 
BELGIUM AND THE — 

HAWAIIAN 1S- 


ACT NOW .. . GIFT-PAX INC., 225 LAFAYETTE ST., NEW YORK 12.N.Y. 


WA 5-9996 


ZA 


Electronics to Help 
Census Bureau Rush 
Job of Tabulation 


WASHINGTON, Jan. 25—Census 
officials put the last of 2,000,000 
question forms into the mail last 
week, and hopefully discussed ten- 
tative tabulation schedules which 
would get detailed results of the 
new censuses of business and man- 
ufactures to the public in truly 
sensational time. 

The plans are very tentative at 
this time. However, there are some 
among the bureau’s top command 
who believe full details can be in 
print by early fall. That means the 
bureau would use less than nine 
months to complete a tabulation 
and publishing job that required 
more than two years when similar 
censuses were made in 1948 and 
1949. 


= There are lots of reasons for the 
improvement, but the biggest one 


wy 


Where can you find... wie 


customers than the farm families served by SucCEssFUL FARMING? 


... In three years, 1951 to 1953, 4% built new houses, 


and 82% remodeled or repaired their homes...47% bought new 


furniture and 43% new furnishings for living rooms... 


furniture and 50% new furnishings for dining rooms. 


16% new 


They are a big market— 1,300,000. And a rich market— 


SF subscribers average just under $10,000 cash income from farming 


alone. And a market equivalent to another national sub 


urbia, in 


this one magazine! To reach the most and the best buying power 


among U.S. farmers.. 


.to balance national schedules where general 


media fail to penetrate deeply... you need SuccessFUL Farminc! 


...Call any SF office. 


' Merepity Pusiisuinc Company, Des Moines... 
offices in New York, Chicago, Detroit, Philadelphia, 


Cleveland, Atlanta, San Francisco and Los Angeles. 
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is electronics. As a result of sub- 
stantial investments which the bu- 
reau has made in computers and 
printers, work is speeded to the 
point where some bureau people 
fear they are in a position to pro- 
duce census figures far more 
rapidly than the Government 
Printing Office is geared to repro- 
duce them. 

There are three major factors 
which will determine whether the 
bureau actually achieves its tenta- 
tive goals: 

1. The public. The question 
forms have to be handled promptly 
by business and returned on sched- 
ule to the bureau without costly 
and time-consuming follow-ups. 


s 2. Univac. Technicians are con- 
vinced Univac can digest and tab- 
ulate the whole census in a matter 
of days—if its operators are suffi- 
ciently astute to feed in the proper 
“information.” 

3. Printing. The censuses cur- 
rently under way covering agri- 
ulture, manufacturing, mineral in- 
dustries, retailing, wholesaling and 
service trades will yield about 9,- 
000 pages of tables of figures. 
These will be pouring out of Uni- 
vac in the space of a few days, in 
such volume as to challenge the 
capacity of the Government Print- 
ing Office. 

Mailing began immediately after 
the first of the year. Before the 
last of the 2,000,000 had gone out, 
about 60,000 returns were received 
from companies eager to help 
speed the completion of the job. 


s Meanwhile, the field enumera- 
tion for the quinquennial Census 
of Agriculture is more than 98% 
complete and some preliminary re- 
turns for a few scattered counties 
should appear this week. 

The publication schedule for the 
Census of Business aims at the re- 
lease this fall of breakdowns by 
county and by kind of business. 
Officials say this breakdown is 
getting top priority because experi- 
ence shows it is the type most use- 
ful for business planning purposes. 

Returns for the Census of Man- 
ufactures would be by industry, 
but a few industries involving 
large numbers of companies— 
printing and publishing are men- 
tioned as an example—probably 
will not be sufficiently complete 
to appear in the early fall tabula- 
tions. 


s Though the Univac machine has 
been used to a limited degree for 
many census programs, its useful- 
ness was limited because of the 
lack of printing equipment which 
could transcribe results at a rate 
comparable with Univac’s comput- 
ing speed. A special printer cap- 
able of producing 600 lines a min- 
ute is soon to be delivered to the 
bureau, in ample time for use in 
transcribing the results of the cen- 
suses of business and manufac- 
tures. 

The problem of producing re- 
sults of the census in the large 
quantities required—over 500,000 
sets of county results for the 1948 


|Census of Business were sold—is 


under study. One plan is to develop 
a schedule which will enable the 
Government Printing Office to re- 
serve or contract ahead (outside 
of the government) printing capa- 
city for fixed dates in the early 
fall. 


s This is a decision which prob- 
ably cannot be made until this 
spring, when the bureau will be 
in a better position to determine 
whether it will be able to stick to 
the tentative timetable. So, as one 
official puts it: “As it stands now 
the outcome is chiefly in the hands 
of the business world. Business 
men stand to gain tremendously 
from fast publication of this data. 
We can cut the time lag tremen- 
dously...if business pitches in, 
and gets the forms back into our 


“hands.” 
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A woman’s day can be crowded 
with teas and shopping, and goodness 
knows what... but the man who reads 
MECHANIX ILLUSTRATED, will spend a 
night like this, and love it. 


“Do your own home repairs,” says his 
favorite magazine. “Why not?” Mr. 
Typical MlI-Reader asks himself. 
“What do I need — a wrench, file, pipe, 
fittings, new drain? The know-how is 
right here in MI.” 


Remember — a million men like this, 


93.2% of whom do their own home 
repairs . .. 82.5% who own home work- 
shops or workbenches . . . 66.8% with 
portable electric tools. 


And nowhere in the magazine world 
motivation so direct and dynamic as 
this. Just 3 simple steps: 


1. He grabs the current MECHANIX 
ILLUSTRATED, reads everything in it. 


2. Rushes out to his plumbing supply 
dealer, hardware store, lumber yard, 


He's got to stay home ... to read MI 


...then he rushes out to buy! 


and buys all he needs to do that 
home repair job. 


3. With MI, his favorite handbook, 
close by — he fixes that drainpipe, 
builds that bookcase — or whatever 
the job may be. 


These 3 simple steps are the shortest 
distance between your dealers and 
their best customers. There is no fast- 
er, surer way to move your merchan- 
dise in volume. The “MI-MILLION” 
can spark your whole sales program. 


MECHANIX ILLUSTRATED -A Fawcett Publication — 67 West 44th St., New York 36, N. Y. + CHICAGO * DETROIT * LOS ANGELES * SAN FRANCISCO 
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GRACE LINE, the premier surface passenger and freight | 
line between the U.S. and the other Americas, knows that 
the most valuable travel prospect is the businessman who 
can travel for business or pleasure — or both. 


Such a man is a top customer for their luxurious Caribbean 
cruises. (A recent survey of their cruise passengers showed 
that 61% were in the $10,000 and over bracket.) And 

they know that such people can also travel for business 
purposes — and are prospects for and influencers of 
commercial shipping contracts as well. 


That’s why FORTUNE is a cornerstone of Grace Line 
advertising. They know that 3 out of 4 FORTUNE readers 
are concentrated among the nation’s largest companies. 
They know that 85% of FORTUNE’s audience hold 
management jobs, have salaries in the brackets that 

make them prime travel prospects. 


As such, FORTUNE subscribers provide a wonderfully 
& responsive market for advertisers of many high-quality 
products and services outside of the purely industrial market. 


F'ine line between BUSINESS AND 
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PLEASURE 


FORTUNE’s Results Case Histories also include many 
non-industrial success stories like the Grace Line’s. Why 
not ask your FORTUNE representative to show them to you? 


FORTUNE Magazine, 9 Rockefeller Plaza, 
New York 20, N. Y., JUdson 6-1212 


Godfrey MacDonald, Vice-president of Grace Line says: 
“FORTUNE has been a cornerstone of the Grace Line 
Schedule for 14 years because its audience of a 
quarter-million executive subscribers is our very best 
market. FORTUNE is the only general magazine in 
which we run both Cruise and Commercial 

Cargo advertisements.” 
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Mal Parks Named Publisher Chicago. Mal Parks Sr. remains 
Mal Parks Jr., formerly general | president of Parks Publishing Co., 


manager, has been named editor| which publishes the trade maga- | 


and publisher of Parts Jobber,| zine. 


WRITE FOR DETAILS 
AND RATES 


~ EMPLOYERS 
REINSURANCE 


ADVERTISERS @ AGENCIES © CLIENTS 

Every day—somewhere—a Claim is made 

for Libel, Slander, Invasion of Privacy, 

Copyright Violation. 

INSURE THIS HAZARD! 

2 Our adequate and amazingly inexpen- 
sive policy is a smart safeguard — experi- 

ience has proved it. 


CORPORATION 


Insurance Exchange 
Kansas City, Mo. 
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McClanahan Joins ‘Mechanics’ 

Richard P. McClanahan has 
been appointed to the advertising 
sales staff of Popular Mechahics, 

hicago. He formerly was a Sales 
representative for Implement & 
Tractor Publications and Geyer 
Publications. 


Higgins to ‘New England Home’ 

New England Home, Boston, has 
appointed Claude A. Higgins mer- 
chandising manager. Mr. Higgins, 
formerly New England manager 


for Street & Smith Publications, 
will also help develop consumer 
advertising and will take a part in 
the management of the publica- 
tion. 


Hartje Joins Miller Co. 

John G. Hartje, formerly presi- 
dent of J. G. Hartje, a buying of- 
fice, has joined the staff of Harold 
Miller Co., New York, as an ac- 
count executive and soft goods 
merchandising consultant to the 
plans board. 


NOW 


REPRESENTS 


FREE & PETERS 


ZO? UI DT V crrissurc 


[KD KA-TV after January 31] 


Another top Westinghouse 
Broadcasting Company TV out- 
let...another top Free & Peters 
TV market! KDKA-TV has the 
lowest channel, highest tune-in 
in the Pittsburgh market area. 
Over a million sets with built-in 
viewer loyalty, because Channel 
2 is the pioneer in Pittsburgh. 
For complete information, call 
your Free & Peters “Colonel.” 


Population — 3,975,940 


TV Families — 1,256,400 


Retail Sales — $5,098,764,000 


Average Family Income— $5,800 


WESTINGHOUSE BROADCASTING COMPANY, INC. 


KDKA* KDKA-TV, Pittsburgh; WBZ+WBZA* WBZ-TV, Boston; KYW* WPTZ, 
Philadelphia; WOWO, Fort Wayne; KEX, Portland; KPix, San Francisco 


KPIX represented by THE Katz Acency, INc. 
All other WBC Stations represented by FREE & Peters, INc. 
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In ‘65, Leisure Will 
Be Bigger Economic 


Factor, Says Nagan 


WASHINGTON, Jan. 26—Casual 
clothes, comfortable, easy-to-care- 
for furnishings, more cars and 
easier driving, thriving do-it-your- 
self communities and more educa- 
tion and travel will prevail in 1965, 
according to Peter S. Nagan, author 
of “The Business Outlook for 
1965,”" published by the Bureau of 
National Affairs. 

Mr. Nagan makes his predictions 
as a “logical extension of current 
trends and forces.” (In making his 
forecast, Mr. Nagan assumes that 
(1) there will be no general war; 
(2) the cold war will continue; 
(3) there’ll be no big depression 
and (4) about 4% of the labor 
forces will be unemployed.) 

Here’s how Mr. Nagan sees the 
1965 consumer market: 


s “The biggest impact on market 
patterns will be the average cit- 
izen’s irresistible desire to take an 
increasing share of his higher 
living standard in the form of 
leisure.” 

Mr. 1965 will travel, take up 
golf or music, build up his lawn 
and make repairs on his home. 

Mrs. 1965 will paint or work in 
the garden and use more “pre- 
prepared” food. She won’t have 
many domestic servants, but she 
will have so many appliances and 
labor-saving devices that she won’t 
really miss the household help the 
woman of 1955 wishes for. 

Here are some of Mr. Nagan’s 
1965 predictions: 

1. U.S. population will be 186,- 
200,000, up 15.3%. 

2. 15.9% more workers in the 
labor force. 

3. Work week will be about 3712 
hours per week. 

4. About $510 billion worth of 
goods and services will be pro- 
duced. 

5. Corporations will earn 58% 
more. 

6. There will be less saving and 
46% more spending. 

7. Appliance sales will double. 

8. Investments will be up 45%. 

All in all, Mr. Nagan’s view of 
1965 is that the over-all dimen- 
‘sions of economy of 1965 will be 
“50% larger than today’s—and 
loaded with opportunities for far- 
‘seeing business men.” 


White Joins Newsletter 

Egbert White, a former v.p. of 
Batten, Barton, Durstine & Osborn, 
and the first publisher of United 
Nations World, has joined “Busi- 
ness International,” a weekly 
newsletter devoted to international 
trade and finance, as a v.p. “Bus- 
iness International,” launched last 
March by Eldridge Haynes, found- 
er of Modern Industry, carries no 
advertising and has a subscription 
price of $120 a year. Mr. White 
told AA that he will have a small 
stock interest in the newsletter. 


Decision Publishes Directory 


| Decision Inc., 105 E. Fourth St., 
Cincinnati, has published the first 
edition of “Engineers’ Job Direc- 
tory,” a new directory which in- 
cludes listings from 129 partici- 
pating companies, indexed accord- 
ing to location, types of engineers 
wanted, companies with summer 
jobs available, etc. The volume is 
being distributed to more than 140 
engineering colleges and univer- 
sities. Copies may be obtained for 
$2.25 each from Decision Inc. 


O'Toole to McCann-Erickson 


John H. O’Toole Jr., formerly 
general sales manager of General 
Electric Appliance Co., Louisville, 
has joined McCann-Erickson, New 
York, as manager of the agency’s 
marketing department. Previ- 
/ously, he was v.p. in charge of 
sales, advertising and merchandis- 
ing for Phoenix Hosiery Co. 
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NO POKE—Plastics division of 
Vichek Tool Co., Cleveland, uses 


the “pig in a poke” theme to pro- 

mote sales of its plastic boxes. 1 lo = @ 

Three Vichek customers share the 

spotlight in this two-color ad in 

February Modern Packaging. Bay- 
less-Kerr Co. is the agency. 


AFA Unveils New 


Film at Meeting Sr ALBAN YW 


of Memphis Club 


MEMPHIs, Jan. 25—The Adver- 
tising Federation of America un- A P 1" . " ” 
veiled its new slide-film, “We the f lj hy b 
ea Ghee ian ee Circulations mean “families’’ who mean business 
day. The occasion was a meeting 
of the Advertising Club of Mem- P " 
phis, attended by 25 directors of M | 
the AFA, who were holding their ore CIFCU ation means 
first board meeting outside of New 
York or the city in which the " ihe " . 
AFA’s annual convention is held. h MORE b 

The film, prepared by the New MORE families W O mean UusInNess 
York office of D’Arcy Advertising 
| Co., acting as volunteer agency for 
1] the AFA, marks the 50th anniver- 
. sary of the Advertising Federation, 
and depicts the growth and devel- 

opment of advertising through 

. those 50 years. It is designed pri- 61,000 


— 


with other audiences. AN ALL -TIME HIGH 


- — 4 we 
vine = The film is the spearhead of 


“Operation Forward,” which the 

AFA is putting into effect this 

year, along with a variety of other 

s activities designed to step up ser- nad Price 

af vice to members and to achieve _. 

| the federation’s goal of adding 20 56,008 

| new local clubs to its membership 

eae within the next two years. 55,000 

{ “We the People in Advertising” 

4 depicts the role of organized ad- 


marily for showing to advertising --°°8G0,449 
clubs, but it is also suitable for use 60,000 ol rs 


$8,000 


$4,000 
vertising groups, and especially 


the AFA, in advancing the cause 


$3,000 | inn SECOND a 
of advertising, in developing more APtg 
q truthful advertising, in promoting 


the better business bureau move- 52,000 


52,205 


q 4 ment, etc. 197,008 ' — 
: AY TIMES-UNION 

Domestic Engineering Co. 116,000 a | 116,062 
m @—-—sd&Elects Four Officers —— 

Domestic Engineering Co., Chi- 
cago, publisher of Institutions, In- 
j stitutions Catalog Directory, Do- 
} a mestic Engineering and Domestic 
j Engineering Catalog Directory, has Jdasiis 
7 \ elected William Carson to the ’ 

board of directors and as secretary 

it of the company. J. A. Foxworthy 112,000 

if ‘ has been named exec. v.p. and C. 
| 


114,000 


L. Staples and G. L. Milne v.p.s. 111,000 


Mr. Carson has been with the 92000 anaes imate uae dann 
a? company five years in circulation 6 Meat patente bitents (12 ‘ 

$ and sales promotion positions. Mr. AUDIT BUREAU OF CIRCULATIONS POST OFFICE omy 
: ny 20 
4 pirate Rosette om Major Metropoliton Market of Northeastern New York K pl 
er. Mr. Staples, 17 years with the 

company, is editorial director, and 
ea Mr. Milne, with the company 10 
| years, is manager of Institutions 


eae Albany Times-Union 
a 6 ‘Collier's’ Shifts Fred Davis 

{ Fred V. Davis, formerly on the 

i 


hel Cleveland advertising sales staff of KEEP YOUR EYE ON ALBANY... te sERVICE 


* Collier’s, has been transferred to 


the Detroit office in a similar ...- YOUR ADVERTISING IN THE TIMES-UNION 


capacity. 
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LOCAL PROGRAM LISTINGS 
WEEK OF JAN. 29-FES. 4 


We are publishing a series of ads to report the basic facts 
we have gathered about TV GUIDE in the 21 months since J 


it became a national publication. 


In these 21 months, TV GUIDE’s growth has been steady. | 

Average circulation for the year 1954 was 2,185,000, P 
achieving for TV GUIDE a position as one of America’s ; 
most popular magazines. Yet, its circulation potential { 
has just begun to be realized. The issue of January 8 q 
set a new mark at an estimated 3,032,000. ' 7 


What are the reasons for this phenomenal growth? ; i 
Who reads TV GUIDE? What functions can TV GUIDE : 


perform as an advertising medium? i 


These and other questions about TV GUIDE will be q 
4, 
answered in this series, as the facts are given to establish 


the following premises... 


CHICAGO PHILADELPHIA DETROIT SAN FRANCISCO 


m488 Madison Ave. 6 N. Michigan Ave. 302 N. 13th St. 76 W. Adams Ave. 821. Market St. 
PLaza 9-7770 RAndolph 6-9470 LOmbard 3-5588 WOodward 2-5115 YUkon 2-0166 
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1. TW GUIDE is an entirely new kind of medium, combining 
} the advantages of magazines, television and newspapers. 


,. | 2. TV GUIDE fills the need for advertising and market 
q flexibility in a national magazine. 


_ 3. TV GUIDE’s growing circulation, largely unduplicated 


by leading national magazines, represents an unparalleled 
| advertising opportunity. 


| 4. TV GUIDE makes it possible to cover every buying 
a influence with one advertising medium. 
| 


S. TV GUIDE provides a new, economical method of reaching 


| i more people per advertising dollar in highly profitable 
BB. age and income groups. 
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Food Store Cost and Investment Has Grown 
Forty-Fold in 35 Years, McNamara Shows 


NEw ORLEANS, Jan. 25—Harley 
McNamara, president of National 
Tea Co., Chicago, took time out 
from building stores recently to 
trace a startling picture of change 
in the food merchandising busi- 
ness. 

Addressing a Society for the Ad- 
vancement of Management meet- 
ing here, Mr. McNamara went back 
35 years to the time of his entry 
into the food business for a series 
of contrasts on food store costs and 
investments. For example: 


e 1. In 1920, National Tea Co. 
opened 53 new stores—‘“quite an 
expansion program”—and the cost 
of the fixtures and installation for 
all 53 was $105,000, or about $2,000 
per store. 

Today, said Mr. McNamara, the 
average supermarket costs from 
$75,000 to $125,000 for equipment. 


e 2. In 1920, the average store 
building was anywhere from 20 to 


remember 
“Beall 
Geste?” 


—with either Ronald Colman 
or Gary Cooper? Have you 
ever heard anyone mimic 
Charles Boyer’s “Come with 
me to the Casbah?” 


If you can answer “yes,” you 
know there’s a lot of box- 
office in shows with a French 
Africa backdrop. And that 
appeal comes through very 
strongly in a brand new 
series... 


Captain Gallant 
© of the 
Foreign Legion 


Thanks to the French Govern- 
ment, the show features the 
Legion — playing itself. It 
stars Buster Crabbe, intro- 
duces his son, “Cuffy,” in a 
role that’s the very stuff day- 
dreams are made of. 


Bought by Heinz 

in 60 markets 
After Heinz saw the show, it 
didn’t take them long to buy 
it (via Maxon) for showing 
on 60 NBC stations. “Gallant” 
has everything they were 
looking for—and more! 


Brand new 
sales plan—free 

Complete, continuing, inte- 
grated merchandising — free 
to local sponsors: posters, 
commercials, 36,000 premiums 
—free for every market. It is 
a sales plan that will sweep 
goods off the shelves. 

Check now on remaining avail- 
abilities for this sure winner. 


a 


ti Television 
Programs of 
America, Inc. 

477 Madison Avenue, N.Y.C. 


30 ft. wide, and approximately 40 
‘to 50 ft. deep—costing about $5,000 
with a rental of $50-$75 per month. 

In contrast, the buildings Na- 
tional is now opening (75 new ones 
are planned for 1955) average 70 
to 120 ft. in width and 125 to 200 ft. 
in depth, and in most cases have 
adjoining parking lots. The average 


real estate investment will exceed 
$150,000 per store, with rent from 
$10,000 to $25,000 per year. 


e 3. The merchandise inventory in 
the 1920 store would average be- 
tween $1,000 and $1,500. Today’s 
modern store will carry 3,500-4,000 
items, and the inventory invest- 
ment will amount to between $60,- 
000 and $100,000. 

“I said investment, but we really 
do not invest in merchandise, be- 


cause we strive for, and usually 
get 13 or more turnovers a year,” 
he added. 

The 1955 side of these compari- 
sons can be expanded tremendous- 
ly if you’re looking into costs and 
investments in the so-called “su- 
per-duper” food markets, Mr. Mc- 
Namara told the group. A “super- 
duper” will cost $125,000-$250,000 
for equipment and _ installation, 
another $100,000-$250,000 for mer- 
chandise inventory and another 


Advertising Age, January 31, 1955 


$25,000-$75,000 per year in rent, 
he said. 


= In the course of this transforma- 
tion in size and costs of its physical 
plant the food marketing business 
has also had to decrease its mark- 
ups from 25% in 1920 to an av- 
erage of about 15% now, Mr. Mc- 
Namara noted. 

“The answer,” he said, “has had 
to be volume—with the result that 
although dollar expenses and costs 


enticity 


Oe ees 
— 


Juvenile “plus” 
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have gone up, rates percentage- 
wise have been held well in line, 
and earnings, in our company at 
least, have been fairly satisfac- 
tory.” 

Here, Mr McNamara had some 
interesting words on the growth of 
his own 55-year-old chain in the 
past decade—from 827 stores with 
an annual sales volume of $99,000,- 
000 in 1945 to 710 stores selling 
to the tune of $520,000,000 in 1954. 
The latter figure makes the food 


chain the fifth largest in the coun- 
try, he said. 


® He also listed a number of fac- 
tors in National’s recent growth, 
of which aggressive advertising— 
especially newspaper advertising 
—was ranked second in importance 
only to store modernization. For 


The remainder, he said, went as 
follows: Television and radio, 10%; 
circulars and direct mail, 10%; 
point of sale, 5%; magazines, mis- 
cellaneous advertising, and premo- 
tional activities, 10%. 

The food store executive had 
some specific examples of why it 
now costs 40 times as much to 


all its branches, National Tea Co.|equip a food market now as 35 


spent over $5,000,000 for advertis- 
ing in 1954, and 65% of this went 
into newspaper advertising. 


years ago: 


e “Wood shelving, built on the 


job in 1920, cost around $300; our 
cost today for prefabricated metal 
shelving is $6,000.” 


e Shopping carts, “practically un- 
heard of in 1920,” now cost about 
$2,000 per store. 


e The first self-service stores had 
a 6-ft. counter and one cash regis- 
ter—cost, about $100. Now, auto- 
matic check stands cost $4,500 for 
the average store, and computing 


Cullen “Cuffy” Crabbe 


By Allah! This program has everything! 


The French Foreign Legion! The intriguing and 


mysterious desert. Native peoples and animals 


and customs. Unprecedented government coop- 


eration for highest authenticity. 


Add a name star like Buster Crabbe... and his 


son “Cuffy”, in a role children of all ages will 


envy ...and scripts that weave them all into top 


TV viewing—and you get a glimmer of the tre- 


mendous appeal of this program. 


every market ordered: trading cards. . 


graphed photos of Buster and Cuffy . 


Included in the package is a built-in merchandis- 


ing program featuring 36,000 free premiums for 


. auto- 


. . comic 


books ... membership cards and certificates. Plus 


free posters and special commercials, also free. 


It’s all absolutely free—and trouble free, when 


you buy the show. 


“Captain Gallant” is a show whose performance 


in the living room and at the cash register will 


delight every sponsor. For full details and avail- 


abilities, call, write or wire—fast! 


477 MADISON AVENUE, N. Y.C. + PLAZA 5-2101 
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cash registers cost another $5,000- 
$10,000. 


e “In the few stores that had meat 
departments in 1920, a $75 icebox 
was sufficient.” Today, cases for 
self-service meat departments cost 
more than $5,000 per market. 


e Electrically-operated exit doors, 
unknown in 1920, now cost $1,350. 


e Store-front signs used to cost 
about $100 per location. “Now, 
with larger fronts and pylons our 
costs for signs run from $1,500 to 
$2,000.” 

For management, the meaning of 
this expanded investment is that 
“every store we open or relocate 
must be as near scientifically cor- 
rect as possible from the moment 
we select the dirt location to the 
time the first customer walks 
through the automatic doors,” Mr. 
McNamara explained. 

“With an investment assumed, or 
underwritten, of $250,000 and up, 
we cannot afford to make many 
mistakes,” he declared. 


look ma, 
No 
cowboys! 


You’ve probably seen signs 
right in your own home that 
viewers are tiring of, and are 
not sure who sponsors the 
endless succession of horse op- 
eras, and guys flying to the 
moon. That’s one reason we 
decided to produce a new 
series ... 
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| Captain Gallant 
| 

| © of the 

| Foreign Legi 

| FOFeign Legion 
| 

! This is the first show of its 
| kind in all television, and it’s 
| loaded with viewer appeal: 
j one of history’s most exciting 
| groups of fighting men—right 
| on their home grounds, plus a 
| 
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name star, and an audience 
jack-pot “juvenile.” | 


Built-in merchandising 

—absolutely free 
36,000 free premiums for 
every market in this first-ever 
merchandising program. Plus 
special posters and commer- 
cials—also free. 


60 markets sold 

to H. J. Heinz 
Yes, H. J. Heinz recognized a 
sure winner in “Gallant” and 
bought the show (via Maxon) 
for showing on 60 NBC 
stations. 


Remaining markets are avail- 
able on local or regional basis. 
Act fast while they last to get 
“Gallant” for markets where 
you need a sure sales builder. 
Television 


4 Programs of 
C) America, Inc. 
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This Week in Washington. 


U.S. Will Develop Markets for Fish 


By Stanley E. Cohen | 
Washington Editor 
WASHINGTON, Jan. 27—Sen. anil 
erett Saltonstall (R., Mass.) should 
be congratulating himself. His 
drive for legislation authorizing 
the Interior Department’s fish and 


U. S. officials who are under pres- 
sure to stabilize conditions in the 
Far East. With the decline of ex- 
penditures by U. S. Armed Forces 
in Japan, Japan’s trade balance 
becomes more unfavorable. Offi- 
cials say Japan must sell to the 


free world—or look elsewhere. 

Assistant Secretary of Commerce 
Samuel W. Anderson, in charge 
of international affairs, says Ja- 
pan’s government is trying to avoid 
prewar practices which brought 
Japan into disrepute, and that it is 
attempting to tighten up on qual- 
ity control, and prevent dumping. 
He concedes, however, that the 
Japanese government is not al- 
ways successful “in ferreting out 
the violators.” 


Sob et aie ay ie 
* 6 Kotiee FY Sa 


Equal Justice?—Sen. Olin John- 
ston (D., S.C.), who is chairman 
of the Senate post office commit- 
tee, has tried unsuccessfully to 
save fourth class post offices for 
Waterlee, White Rock, Ballantine 
and Lykesland, S. C. Like other 
members of Congress with the 
same problem, he explained to his 
constituents that fourth class of- 
fices must be consolidated in order 
to streamline the post service and 
eliminate unnecessary costs. 
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So, imagine his surprise when he 
read a news release announcing 
that the fourth class office at 
Paoli, O..—population 30—was be- 
ing continued as a service to “Cy” 
Young, the famous ex-Cleveland, 
Boston and St. Louis pitcher. “I 
hope this announcement means a 
change of mind by the Post Office 
Department, and that hereafter the 
Post Office Department will give 
serious attention to my requests 


that it not close offices in my 


wildlife service to spend more than 
$300,000 annually to develop new 
markets for fish products is ready 
to get under way. And, as it works 
out, the first group to benefit will 
be the Boston haddock industry, 
which is desperately anxious to 
move excess inventories which 
have backed up into cold storage. 

Interior is benefitting from the 
experience of the Department of 
Agriculture, which has _ success- 
fully helped private industry find 
new markets for surplus dairy 
products, meat and seasonal gluts 
of fruits and vegetables. Under 
this system government people 
work closely with industry. 
Through contacts with food chains 
and institutional users a concerted 
effort is made to step up consump- 
tion of the surplus item. 

Interior found that the Boston 
haddock processors are small busi- 
ness men, with little merchandis- 


ing experience. As_ inventories 
piled up, they stopped buying, 
causing serious unemployment 


among fishermen. For a time it 
looked as if the government might 
have to step in and buy some of 
the surplus. 


® Instead, the fish and wild life 
service’s education and market de- 
velopment section induced the in- 
- dustry to map a big haddock pro- 
motion for the month of February. 
Interior’s field personnel have can- 
vassed big institutional users, such 
as the state directors of school 
lunch programs. Telegraphic con- 
tact has been established with food 
chains and other big merchandis- 
ers. Promotional floaters printed 
by the government have been dis- 
tributed by the National Restaur- 
ant Assn., and other groups reach- 
ing institutional users. Support has 
been pledged by National Fisheries 
Institute, which operates its own 
continuing promotion program for 
fish products. 

The government’s expenditures 
are modest compared with the cost 
of a purchase program. Moreover, 
sale through normal channels pro- 
tects the business men who ordi- 
narily supply public institutions. 
For government-owned fish would 
inevitably be turned over to hos- 
pitals, schools and others. And 
that means local business men 
would lose sales. 

. e . 


Ghost: Back in the minds of 
many congressmen who are un- 
certain about proposals for lower 
tariffs is the old prewar question. 
“What about cheap Japanese la- 
bor?” The issue erupted on the 
House floor this week when Rep. 
Russell V. Mack (R., Wash.) | 
charged that Japan’s expanding | 
fishing fleet endangers the Pacific 
Coast salmon industry, which does | 
a business in excess of $100,000,000 
a year. 

On the other hand, Japan’s need 
for exports is a serious worry for 


1955 
WE LOVE YOU 


Why are nearly 50% of 1954 advertisers in- 
creasing their skeds with us in 1955? Be- 
cause in the plumbing-heating-airconditioning 
industry, TC advertisers are happy advertis- 
ers basking in unaccustomed readership 
among the industry's most important people. 


™ (ontractor 


PLUMBING ¢ HEATING 
AIR CONDITIONING © APPLIANCES 


Grand Central Terminal Bidg., N.Y. 17, N.Y. 


SETYER READERSHIP SERIES 
NO OTHER TRUCKING PUBLICATION HAS A FUNCTIONAL COVER OF THIS TYPE 


how new packaging 


SELLS READERSHIP...| 
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State,” he told the Senate. “We 
have many great people in South 
Carolina, but I am not here re- 
questing that the government es- 
tablish monuments to greatness in 
my state.” 

. a7 - 

Roundup: Recognizing the high 
cost of tv and other media, Rep. 
Hale Boggs (D., La.) has a bill 
(H.R. 1767) increasing senatorial 
campaign expenditure ceilings 
from $25,000 to $50,000, and estab- 


lishing a $10,000,000 lid on expend- 
itures by a political committee that 
operates in more than one state... 
Rep. Oren Harris (D., Ark.) is 
sponsoring H. J. Res. 138, prohibit- 
ing the Federal Communications 
Commission from authorizing radio 
or tv antenna towers extending 
more than 1,000’ from the ground. 
The commission’s rules authorizing 
2,000’ towers have been questioned 
by the Civil Aeronautics Adminis- 
tration...Sen. Harvey Kilgore 


(D., W. Va.) heads another attempt 
to put through legislation requir- 
ing juke box operators to pay roy- 
alties when records are played in 
public places (S.590). “All other 
commercial users of music—with- 
out exception (he cites radio and 
tv networks and stations, hotels, 
skating rinks, etc.)—are required 
to compensate the copyright own- 
er,” he says. “But juke boxes es- 
cape because of technicalities in 
the copyright law.” ... 


Sen. Price Daniel (D., Tex.) was 
the first to introduce a bill increas- 
ing maximum penalty for violating 
the Sherman Act from $5,000 to 
$50,000 (S.670). The proposal is 
strongly endorsed by President 
Eisenhower... 

“Feeder” airlines, which have 
led a precarious existence on 
temporary permits by the Civil 
Aeronautics Board, successfully 
blocked appointment of a new 
member to the Civil Aeronautics 
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|..for us...for YOU! 


In the magazine business, like any other, you want to make people reach for your 
product. A bright, attractive package helps. 


A lot of people have said a lot of nice things about Fleet Owner’s new cover and 
logotype since it first appeared last September. And we can already feel more 
people reaching for it. 


See how the current cover is designed to draw readers into the book ... build 
better readership all along the line. January’s insurance article, for instance, is 
particularly significant to management executives. The picture story on tubeless 
tires will be helpful to every maintenance man, The industry forecast for 1955 is 
of interest to every alert fellow in trucking. 


With each editorial advance (and Fleet Owner plans many more) your advertising 
in this all-truck publication gets better and better readership from over 31,000 
buyers and buying influences in the trucking industry. 


If you are not running a regular schedule in Fleet Owner, it will pay you in 
product sales to investigate The Magazine of Trucking right now. This is a fine 
magazine in a wonderful market. 


McGraw-Hill's Magazine of Trucking 
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Board who was believed to be un- 
sympathetic to their cause. In a 
further show of strength, they in- 
duced Sen. Warren Magnuson (D., 
Wash.), chairman of the Senate 
interstate commerce committee, to 
introduce a bill requiring CAB to 
give permanent permits to “feed- 
ers.” 

Many bills have been introduced 
raising the minimum wage from 
75¢ to anything from 90¢ to as 
much as $1.50. The bill most feared 
by many business groups is S.662, 
sponsored by Sen. Herbert Leh- 
man (D., N. Y.) and seven of the 
eight Democrats on the Senate la- 
bor committee. It provides a mini- 
mum of $1.25, and extends cover- 
age to millions of retail and other 
workers currently outside the fed- 
eral law. Also bracketed in are 
newspaper routemen_ heretofore 
exempt...Sen. James Murray (D., 
Mont.) has a bil! (S.50) requiring 
that all automobile tires be sold by 
independent dealers...and Rep. 
Emanuel Celler (D., N. Y.) has 
offered H.R. 642 requiring domestic 
corporations to answer subpoenas 
for records of foreign affiliates. 
During past investigations of news- 
print prices, he tried unsuccess- 
fully to see records of Canadian 
newsprint mills with U.S. affilia- 
tion. 


Consolidated TV Buys Three 
Minneapolis Stations 

Harry M. Bitner Jr., president of 
Consolidated Television & Radio 
Broadcasters Inc., Indianapolis, 
which last month sold 160,000 
shares of stock publicly, has an- 
nounced the company has arranged 
to purchase WMIN-TV and WTCN- 
TV, share time operators of chan- 
nel 11 in Minneapolis-St. Paul, and 
WTCN, Minneapolis radio outlet, 
subject to approval of the Federal 
Communications Commission. The 
combined purchase price was re- 
ported to be almost $3,000,000 and 
“other considerations.” 

Franklin Broadcasting Co. pur- 
chased WMIN from WMIN Broad- 
casting Co., which had been oper- 
ating both WMIN and WMIN-TV, 
in December and has changed call 
letters of the radio station to 
WMNS. Minnesota Television Pub- 
lic Service Corp. operates WTCN 
and WTCN-TV. 


Conarroe Joins Scott 

Richard R. Conarroe, formerly 
public relations director of the Na- 
tional Office Management Assn., 
has joined the public relations staff 
of Scott Paper Co., Chester, Pa. 
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IN THE EL PASO 
CITY ZONE 
Population 
Families 
Read 59,788 copies 
of The Times and 
Herald-Post Daily 


This is Saturation Coverage 


The ZF Paso Times 
An Independent Newspaper 
Morning and Sunday 

El Paso Herald-Post 

A Scripps-Howard Newspaper 
Evening 
Two Separate Newspapers 
30° Line BUYS BOTH! © 
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1950 — 8,325 
1965 — 11,279 
(IN THOUSANDS) 


*Bureau of the Census Estimates prepared 


in cooperation with The Gilbert 
Youth Research Organization. 


% POPULATION INCREASE OR DECREASE 


1950-1965...BY AGE GROUPS’ 


11,768 12,813 4,347 9,249 12,314 
18,337 21,838 9,924 10,714 11,361 
YOUTH MARKET 
1950-1965 
YEAR | MOPPETS SUB-TEENS | TEEN-AGERS 
57 8-12 13-18 
1950 8,325,000 | 11,768,000 | 12,813,000 | 32,906,000 
1955 | 10,578,000 | 14,964,000 | 13,964,000 | 39,506,000 
1960 | 11,343,000 | 18,016,000 | 17,563,000 | 46,922,000 
1965 | 11,279,000 | 18,337,000 | 21,838,000 | 51,454,000 
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Between 1950 and 1965 a phenomenal shift is taking 
place in the U. S. population. Due to the low birthrate dur- 
ing the 1930’s, the number of people between 25 and 39 
years old is actually declining. Longevity is increasing, 
somewhat, the population over 40. 

The most remarkable change, however, is taking place 
in the age group between 5 and 18. The youth population 
will increase from 32,906,000 to 51,454,000 ...a 
whopping 56.4%. 

This trend, started in the 1940’s, is continuing. During 
the past ten years 36,818,000 births were recorded in the 
U. S. — slightly more than 10,000 a day. August, 1954, 
recorded the largest number of births in our history . . . 
369,000. U. S. Census estimates that 1954 will top all 
preceding years in total births. 

Truly, the next ten years, at least, are the decade of 
youth. With 10,000 new prospects moving into the market 
every day . . . youth will buy more, consume more and 
weigh much more heavily in the family’s spending. 

During the past 15 years we, at National Comics Group, 
have had considerable experience in the youth market— 
make some 8 million ABC sales a month there now. We 
also entertain the largest youth audience via Superman TV. 
This sales and audience experience, coupled with our 
familiarity with youth marketing successes . . . and failures, 
is at your disposal. 
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Retailers Need 
Promotions, Not 
Price Ads: Myers 


(Continued from Page 3) 


manager of James Lees & Sons, 
Bridgeport, Pa., carpeting manu- 
facturer, urged that conference 
members tailor ads closely to shop- 
per motives and desires. He dis- 
played a Lees brochure of ad ideas 
compiled from clippings of suc- 
cessful ads. 

He advocated more use of adver- 
tising materials provided by manu- 
facturers and said each promotion 
should be built around these 
points: 

1. Plan carefully and far in ad- 
vance of the promotion date. 

2. Concentrate on basic consumer 
appeals—pride, prestige, honest 
value, etc. 

3. Emphasize store services— 
parking lots, installation, decorator 
advice, etc. 


® Direct mail’s use was outlined 
by Lester Harrison, head of Harri- 
son Services, New York. He de- 
clared that many department stores 
“completely overlook the poten- 
tial” offered by the mailing list 
composed of their own charge cus- 
tomers. He urged that department 
stores distribute catalogs—espe- 
cially at Christmas—to these cus- 
tomers. 

“Newspaper domination is a 
myth,” he asserted. “Customer 
domination is a must... We can’t 
get along without newspaper ad- 
vertising, but I believe we can do 
with a little less of this buckshot 
advertising and a lot more rifle 
shot direct mail advertising.” 

A run of 50,000 copies of a 24- 
page catalog in one color should 
cost about $2,500 to print, he said, 
and with from $100 to $200 a page 
allowed for photography and re- 
touching, the total cost can be held 
to $6,000. 


s Most manufacturers want to 
help finance Christmas catalogs, he 
said (“Most of them recognize the 
fact that when their merchandise 
is featured in your catalog, it 
brings them business in other 
stores in your town as well’), but 
stores should not “sell advertising” 
in catalogs. 


Items should be selected care-. 


fully for inclusion in catalogs, and 


then manufacturers should be ap-| 


proached, he said. However, he 
cautioned, “don’t turn down hot 
items if the manufacturer refuses 
to cooperate financially.” 


“At least half the cost of a 


store’s catalog can be defrayed by 
manufacturers,” Mr. Harrison de- 
clared. 

Margaret Mullen, ad director of 


Gimbel’s, Milwaukee, told of the) 


store’s experience with r.o.p. color 
advertising. Gimbel’s uses it for 
institutional purposes and special 
events like store openings, as an 
attention-getting device and for 
straight item selling, she said. 

She warned that “color won’t 
sell a bad item” and emphasized 
that when used properly (“Stay 
away from low-priced dresses’’) 
color brings “plus business” but 
does not replace b&w. 


® Norman Saukerson, of the Mil- 
waukee Journal, told how addi- 
tion of color increases readership 
of ads, basing his report on re- 
search of six consecutive issues of 
the Journal (AA, Feb. 15, ’54). 

Frances Owen, former art di- 
rector of Marshall Field & Co., 
Chicago, offered a five-point for- 
mula for evaluating retail ads: 

1. A plan: “The art treatment, 
or look, of the ad is the frail skin 
that wraps the whole thing up in 
a package. The skeleton, or plan, 


HOLLYwoop, Jan. 26—‘“Crass 
commercialism” isn’t always the 
most effective avenue to sales, 
James Rayen, advertising manager 
of Minute Maid Corp., told mem- 
bers of the Hollywood Advertising 
Club, following the company’s tri- 
umphs in the New Year’s Day rose 
festival parade. 

Then, however, Mr. Rayen 
sketched the background of the 
Minute Maid New Year’s drive, 
and, while it may not have been 
crassly commercial, it was su- 
per-colossally promotional —only 
slightly smaller in its combined ad- 
p.r. dimensions than the Rose Bowl 
game itself. 

Reviewing his company’s promo- 
tions and specifically its five years 
of participation in the Pasadena 
Tournament of Roses parade, Mr. 
Rayen observed he probably can- 
not justify, from an advertising 
standpoint, the expenditure in the 
parade of some $25,000 to $30,000 
each year. But this expense can be 
justified from a consumer rela- 
tions, public relations and commu- 
nity relations viewpoint, he said. 


= The first year, he recalled, com- 
mercialism took the form of a large 
pitcher of orange juice in the scene 
| depicted on Minute Maid’s float. 
The float took a second prize in 
the commercial division, but com- 


‘pany officials felt a mistake had 
| 


‘then, is all important.” 

| 2. A consistent design approach: 
“Design or layout has more to do 
‘with the visual impact of an ad 
‘than any other one factor.” 

| 3. Consistent type treatment: 
'“Almost any combination of types 
can be used together - successfully 
if they are separated, designwise, 
-by color, space, size, pure design 
| device.” 

4. Distinctive and consistent art 
‘technique: “I would suggest... 
doctoring up of available mat art 
through design devices...or we 
can reach way out into left field 
for ideas...” 

_ 5. Use of a good logotype: “Does 
| it eloquently represent the charac- 
‘ter and personality of your busi- 
/ness?” 

| Other speakers included Leroy 
|Bieringer, of Harshe-Rotman Inc., 
Chicago, who discussed public re- 
|lations and promotional possibil- 
ities; T. Walter Tyrell, merchan- 
dising director, General Outdoor 
Advertising Co., QGhicago, who 
outlined uses of posters and paint 
boards; Randall H. Cooper, presi- 
dent of State Street Council, Chi- 
cago, who related the council’s 
campaign to stimulate downtown 
|}business (AA, May 17), and Paul 
M. Greenawalt, representative of 
Morgan Co., Chicago sign printing 
equipment manufacturer, who told 
‘of factors affecting design of in- 
‘terior signs. 


ROSES & ORANGES—Knees draped in blankets, Californians watched 
Joan Plummer, Minute Maid’s “I Love You” girl, and RCA Victor 
singer Tony Travis in the Tournament of Roses parade. 


How Minute Maid Concentrated Its 
New Year's Push—Just Like Its Juices | 


been made. They felt that a less 
tasty presentation might be more 
tasteful. 

From this feeling grew the com- 
pany’s present attitude: “What can 
we contribute to the quality of the 
Tournament of Roses parade?” The 
obvious answer to this was to build 
the best possible float. To capital- 
ize on participation in the parade, 
the company decided its float 
should supplement its harmonious 
qualities with some low-key mer- 
chandising. 

Mr. Rayen said he believes this 
answer has proved correct. For 
evidence, he cited the winning cf 
two grand prizes and a theme 
prize, “plus sales to match the ac- 
complishment.” He also pointed 
out that in 1951 and 1952 Minute 
Maid was a small company work- 
ing to establish a new industry. It 
could not then afford to participate 
in the rose tournament parade if 
it could not merchandise the fioat 
among consumers and grocers. 


= The pattern now followed, thus 
was developed four years ago by 
Minute Maid and its p.r. counsel, 
Burns W. Lee Associates. 

In 1952, the then current Miss 
America was engaged to ride on 
the float. This succeeded in pro- 
ducing favorable publicity, and, in| 
1953, the Miss America of that 
year was used. Then, seeking to 
expand the same publicity to a na- 
tional effort, to help gain grocer 
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about the arrival of the five finai- 
ists in Hollywood, plus stories sent 
to media in the home towns of the 
finalists, a four-column line-of- 
march program for the parade for 
use in 2,500 community newspapers 
(without commercial credits) and, 
as a public service gimmick, a 
three-minute film showing how 
floats are built. This was distrib- 
uted through NBC stations (Minute 
Maid sponsored the telecast of the 
parade on 62 NBC-TV stations). 


ws At the store level a “Minute 
Maid Rose Parade of Values” pro- 
motion was developed for the 


whole Minute Maid concentrated 


juice line. Salesmen presented the 
promotion against the background 
of publicity and tv and newspaper 
advertising. Three elements were 
used in point of sale material: (1) 
Minute Maid’s winning float of the 
past year (“I Love You’), (2) the 
1955 float and (3) Bing Crosby 
saying, “I Love Minute Maid.” 
Grocers were also given line-of- 
march programs for distribution as 
a means of promoting the telecast. 

The climax of the promotion was 
the float itself, seen in pictures by 
readers of newspapers and souve- 
nir booklets, and observed in ac- 
tion by an estimated 50,000,000 tv 
viewers. 


Department Store Sales... 


WASHINGTON, Jan. 27—Depart- 
ment store sales in the week 
ended Jan. 22 were 10% ahead of 
sales in the comparable period of 
1954, according to the Federal Re- 
serve Board. 

This is the third straight week 
in which sales were appreciably 
ahead of 1954. For the four weeks 
ended Jan. 22, sales showed a gain 
of 10%. No report is available for 
the year to date, but sales for the 
year 1954 were down 1% from 
1953. 

None of the 12 Federal Reserve 
Board Districts reported any loss- 
es for the week ended Jan. 22. 
Greatest sales gain was recorded 
in the Dallas district, where sales 
were 27% ahead of the previous 
year. Smallest gain (1%) was 
registered in the Boston district. 

Sales gains in the other dis- 
tricts: New York, 2%; Philadel- 
phia, 4%; Cleveland, 10%; Rich-. 
mond, 19%; Atlanta, 19%; Chica-_| 
go, 7%; St. Louis, 12%; Minneapo- 
lis, 12%; Kansas City, 15% and 
San Francisco, 13%. 


| 
% Change from ’54 

Week ended 

Federal Reserve Jan. Jan, 
District, Area and City x bt] 


cooperation, a test was made in| 
Southern California. Minute Maid) 
tied in with “Queen for » Day” to| 
select a “Cinderella” girl to ride 
on the float. 

For its 1955 float, the company 
used a national contest, via the 563 
Mutual stations carrying “Queen. 
for a Day.” An “I Love You Girl’ | 
was selected in a four weeks’ run| 
of the show in December; five) 


girls were chosen (from 8,000) to 
come to Hollywood, and one was 
awarded the “I Love You” title. 


= The contest was the backbone) 
of an intensive national store pro-| 
motion. Point of sale pieces carry-. 
ing entry blanks were developed | 
for store use. Grocery chains and 
groups of stores were encouraged | 
to take on the promotion. While it 
was not necessary for the entrant | 
|to go to a grocer for the blank, 
‘every effort was made to get her 
,to do so. 

Special stories were designed for 
use by newspapers covering the. 
market areas of cooperating gro-. 
cery groups. General publicity in- 
cluded mats and mimeographed re- | 
leases directed to smaller daily and 
weekly papers. Radio, tv and 
movie columnists received material 
through Mutual, and Minute Maid 
also circulated material to its can-_ 
tacts. 

Final publicity included stories. 
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Chief Apparel Slates 
‘Largest Single Trade Ad’ 


What is called the “largest single 
trade ad ever placed by one man- 
ufacturer in the history of the 
men’s wear industry” runs in the 
February issue of Esquire’s Ap- 
parel Arts for Chief Apparel Inc., 
New York. The ad consists of 24 
bleed color pages plugging the 
company’s Sport Chief line and a 
tie-in “pick your star” promotion 
Chief Apparel is running with 
Universal-International. Half page 
consumer ads are also scheduled 
for Collier’s, Life, Look and The 
Saturday Evening Post. 

Extensive retail merchandising 
including a mailing of 35,000 re- 
prints of the trade ad and local 
movie theater tie-ins is also 
planned. Harold Miller Co., New 


York, is the agency. 


Kay Names Josephson 

Kay Electric Co., Pine Brook, 
N.J., has named Josephson, Gulick 
& Cuffari, Montclair, N. J., to han- 
dle its advertising, sales promotion 
and public relations. 
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Advertising Age, January 31, 1955 


Like the Arab, 
GM Motorama Folds 
Its Tent, Moves On 


New York, Jan. 26—Last night 


the General Motors Motorama 
(AA, Jan. 17) folded at midnight 
and moved out on the road—next 
stop, Miami, Feb. 4-13. 

Before it left Manhattan, how- 
ever, some 215,000 people saw the 
GM exhibit, and attendance on the 
sixth and final day was 37,000. 

Even more heartening were the 
Sales. This year $1,200,000 in cars 
was sold during the run—that’s 
double the sales of 1953 here, a 
mere $501,000. 


= President Harlow H. Curtice 
called the sales “an indication of 
the market that awaits a manufac- 
turer who offers outstanding val- 
ues,” and said attendance and 
sales “reinforced my conviction 
that our economy will reach a new 
peak in 1955.” 

After Miami, the show will ap- 
pear in Los Angeles March 5-13, 
San Francisco March 26-April 3, 
and Boston April 23-May 1. 


LLOYD I. GIBBONS 


NEw York, Jan. 24—-Lloyd I. 
Gibbons, 43, a v.p. of J. Walter 
Thompson Co., died Jan. 22 of car- 
bon monoxide poisoning. He was 
found behind the wheel of his car 
in the garage beneath his home, 
near Armonk, N. Y. The car’s en- 
gine was running. Mr. Gibbons re- 
cently suffered a fracture of the 
collarbone when he fell on a patch 
of ice near his home. 

Born in Istanbul, Mr. Gibbons 
was graduated from Princeton 
University in 1933. He was a 
teacher and, for a time, head- 
master of the Indian River School, 
New Smyrna, Fla. He was a 
colonel in the Air Force in World 
War II and received numerous 
decorations. Before joining the 
Thompson agency in 1949 he had 
been associated with R. H. Macy 
& Co., Saks Fifth Ave., and the 
Carl Reimers Co. 


GEORGE E. BARTON 

East DENNIS, MAss., Jan. 25— 
George E. Barton, 84, former New 
York advertising executive, died 
here Jan. 16. He was a resident of 
Scarsdale, N. Y., before moving to 
this Massachusetts community 
three years ago. He founded the 
Amsterdam Advertising Agency, 
New York, retiring from it in 1938. 


LEO MALTZ 


NEw York, Jan. 25—Leo Maltz, 
41, midwestern advertising repre- 
sentative of the National Business 
Press, died Jan. 22 at Michael 
Reese Hospital, Chicago, after a 
short illness. He had been associ- 
ated with the company’s publica- 
tions—Daily Metal Reporter, Daily 
Millstock Reporter, and Waste 
Trade Journal—for more than ten 
years. In 1950 he went to Chicago 
as midwestern advertising repre- 
sentative. 


GEORGE M. KOHN 


ATLANTA, Jan. 26—George Mar- 
tin Kohn Sr., 73, retired newspaper 
advertising man and _ publishers’ 
representative, died at his home 
here Monday. Born in Orangeburg, 
S.C., he was graduated from the 
University of South Carolina in 
1902 and began his career on the 
State, Columbia, S.C., eventually 
becoming its advertising manager. 
In 1908-09 he was appointed gen- 
eral manager of the Richmond 


“About that 
art director 
you're going 
to hire... 


see page 62” 


News-Leader. Late in 1909 he came 
to Atlanta as manager of Hand- 
Knox Co., publishers’ representa- 
tive. The following year he organ- 
ized his own company. In 1916 he 
organized Frost, Landis & Kohn, 
also a publishers’ representative. 
His son, George, is general man- 
ager of Grier’s Almanac Publish- 


Fire Assn. here, died Jan. 17. Mr. 
Urch had been with the company 
19 years. 


A. MERRILL REDDING 
PHILADELPHIA, Jan. 25—A. Mer- 
rill Redding, 59, manager of the 
marketing services division of 
Leeds & Northrup Co., maker of 


ing Co. here. 


BRANTLEY F. URCH 

SEATTLE, Jan. 25—Brantley F. 
Urch, 59, head of the advertising 
department, Northwestern Mutual 


electrical measuring instruments, 
died here Jan. 19. Mr. Redding 
served with Leeds & Northrup as 
sales engineer, head of the adver- 
tising division and head of the ex- 
port sales division. 
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Now .. get movement on your TV slides 
for almost the same cost as still slides. 


it's a new trend inspired by Filmack - 
pioneered - stop- motion techniques. 


Contact Filmack for all your TV film problems! 


1323 So. Wabash FILMACK STUDIOS 


Chicago 5, Hlinois 


SEND FOR 
SAMPLE REEL 


630 Ninth Ave 
New York, N.Y. 


Omaha World-Herald 


DAILY 
O'MARA & ORMSBEE, National Representatives 261,374 
New York, Chicago, Detroit, Los Angeles, San Francisco SUD AY 
x Publisher's Statement 


Read by 3 out of 5 families 
in Nebraska and western lowa 


252,522 


for March 31, 1954 


GET THE ACTIVE SALES & 


ADVERTISING SUPPORT OF 


KEY RETAILERS IN NEBRASKA AND WESTERN IOWA 


103 Plan gets local level support for 


your product by every key retailer in 
the 103 county World-Herald market! 


In Omaha, World-Herald representatives personally contact every 
advertising retailer in your distribution classification. Each outlet is 
sold on the dollars and cents benefits of your campaign in The World- 
Herald and the retailer is urged to run tie-in material in his own 
advertising. 


In outstate Nebraska and Western Iowa, a personalized mailing 
piece, pointing out the impact of your program in each local area, 
reaches every key outlet. Your tie-in material, sales helps and other 
material can also be included. Throughout the 2-state area, 103 Plan 
delivers the extra push needed to get your product active sales and 
advertising support and featured shelf position during your campaign. 


103 Plan assures your salesmen of getting an attentive audience from 
the retailers whose buying decisions place your product before 144 
million consumers. Advance selling and alerting of these outlets 
through 103 Plan turns “cold” calls into mutual action meetings and 
produces better sales results for advertiser and retailer. World-Herald 
103 Plan generates enthusiasm all down the line. From businessman 
to consumer, World-Herald coverage creates impact for your cam- 
paign. Get the details from your nearest O’Mara and Ormsbee office, 
or write the national advertising department of The World-Herald 
to find how 103 Plan can specifically help you sell this 2 Billion Dollar 


market. 


THE WORLD HERALD GETS 

YOUR SALES MESSAGE INTO 

3 OUT OF 5 HOMES IN THE 
103 COUNTY AREA 


Readership is only one reason for the 
success of World-Herald advertisers. 
World - Herald coverage in metro- 
politan Omaha is 100%. In all of 
Nebraska and Western Iowa, 3 out 
of every 5 homes are World-Herald 
families. Throughout the 2 Billion 
Dollar World-Herald market your 
advertising creates double response. 

Consumers (1% million of them), 
rural or urban, respond to World- 
Herald stimulus. 

Retailers, too, respond to the im- 
pact of World-Herald advertising. 
They’ve seen it in action for prod- 
ucts. They’ve seen it spark state- 
wide movements, such as the World- 
Herald soil conservation program. 
Your salesmen can be sure of getting 
an attentive and responsive audience 
from key retailers when you use The 
World-Herald. 

, No matter how big or small, your 
promotion in The World-Herald 
backed by the 103 Plan squeezes 
every nickel’s worth of sales effort 
and impact out of your advertising 


Split Run Feature In 103 
Plan Lets You Test, or Key 
Your Copy for Specific Ap- 
peals ... Urban and Rural 
Areas 


On a regional or geographic basis, 
The World-Herald can double the 
effectiveness of your advertising. If 
your product is automotive, appli- 
ance or belongs in any other classifi- 
cation that profits by using local 
dealer listings, the split run feature 
permits separate listings for the met- 
ropolitan and outstate editions. 
Split run advertising is also avail- 
able for checking coupons, copy and 


other testing of your product sales | 


appeals. Contact your O’Mara and 
Ormsbee office for complete details 
or write The National Advertising 


Department of The Omaha World- | 


Herald. 


dollar. Consumers, salesmen, whole- 
salers, retailers—you sell them all 
through one single medium when | 
you use The Omaha World-Herald 
and 103 Plan. 


eA 


Here’s How 103 PLAN Works 


EVERY ADVERTISING RETAILER IS PERSON- 
ALLY CONTACTED BY WORLD-HERALD 
REPRESENTATIVES TO SOLICIT TIE-INS. 


In metropolitan Omaha, every advertising out- 
let in your product classification is personally 
solicited to secure tie-in advertising and sales 
support. Using a personally created presentation 
for your campaign, World-Herald representa- 
tives sell the profit importance and sales oppor- 
tunity created by your promotion. Your sales 
helps, point-of-purchase material and tie-in mats are presented 
along with proofs of your advertising, so the full scope of your 
program is impressed on every key outlet. 


INDIVIDUALIZED PRESENTATION GIVEN 
TO EACH MEMBER OF YOUR SALES 
ORGANIZATION AT NO EXTRA 
CHARGE 


cS 


ee 


The World-Herald builds a visual presenta- 
tion book around your campaign which will 
be distributed to every member of your 
sales organization. Specific coverage of each 
individual salesman’s territory is shown by 
county, city, town and village. This allows 
your salesmen to pin-point the impact of your program in each 
locale. Your sales helps, tie-in mats and other material are all 
illustrated in this presentation so that customers or prospects can 
get the complete picture of your campaign. 


VISUAL PRESENTATION TO YOUR 
SALES ORGANIZATION SELLS THE EF- 
FECTIVENESS OF YOUR PROMOTION 
IN THE WORLD-HERALD 


World-Herald representatives will be glad 
to stage or assist in sales meetings to sell 
the impact of your campaign. They use 
visual material pointing out World-Herald 
coverage as it duplicates your distribution 
pattern, and show why retailers respond to World-Herald ad- 
vertising. The complete story of World-Herald sales assistance in 
mail and personal contacts to every key outlet generates the sales 
enthusiasm needed to get the job done. 


MAILINGS TO KEY OUTLETS IN THE 
103-COUNTY AREA ARE SENT TO ALERT 
AND PRE-SELL RETAILERS 


A mailing piece of your own design or one 
created by The World-Herald alerts every 
key retailer to the sales and profit oppor- 
tunities offered by your advertising. To 
spark interest and action on the part of key retailers—the 103 
Plan gives advertisers an extra sales plus offered by no other 
medium in Nebraska and Western Iowa. Selling your advertising 
through 103 Plan to metropolitan and outstate retailers is the one 
way to get a bigger slice of this 2 Billion Dollar market. 
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Polangin Joins Ted Bates 

Frederick N. Polangin, formerly 
with Fuller & Smith & Ross, has 
joined Ted Bates & Co., New York, 
as executive on the CBS-Columbia 
account. 


|Galloway-Wallace Joins 4A’s 

| Galloway-Wallace Advertising 
|Agency, Oklahoma City, has been 
elected to membership in the 
American Assn. of Advertising 
Agencies. 


\OW! | when they bust their britches! 
. WY 


or fiddle strings or (and it's actually 
happened!) dance the soles right off their 
shoes .. . or need any of a hundred other 
emergency replacements that have to be 
“" quick and have to be right . . . already over 
half a million of the 30 million country 
and Western music fans are influenced by 
this authoritative new magazine all their 
own. Make sure they see your products in... 


by the publishers of DOWN BEAT 
2001 Calumet, Chicago 16, Ill. 


AN ILLUSION tanec 


is that a fine idea, 
expertly illustrated 
and written, 
is all that is needed 
to make a fine advertisement. 
The hard fact is 
that idea, art, and copy 
must be delivered to readers 
by fine reproduction . . 
and this requires 
fine photoengravings. 


¥ 


Eons, MILLER & HUTCHINGS, INC, 


> 


333 WEST LAKE STREET 


AMERICA’S FINEST PHOTOENGRAVING PLANT 


< 


CHICAGO 4 


¥,, WACKER BRIVE - 


“Basic Ad Writing’ 


Is Beginner's Aid 


Dattas, Jan. 26—“Basic Ad 
Writing” by Marvin D. Winsett, 
owner of Marvin D. Winsett Ad- 


signed to provide information nec- 
essary to prepare an elementary 
advertisement. Written primarily 
for the student of newspaper ad- 
vertising, the book also offers a 
condensed summary of fundamen- 
tals to anyone interested in a prac- 
Py guide for preparing advertis- 

g. 

Mr. Winsett takes the reader, 
step by step, through determining 
the size of the ad to planning illus- 
trations, choosing headline, prepar- 
ing layout, writing copy, selecting 
typography, making photoengrav- 
ings, and finally, reading the proof. 

Wilkinson Publishing Co., Dallas, 
is the publisher. Price, $2. 


Record Advertising Forecast 
for Soft Drink Industry 

| Bottling Industry estimates that 
soft drink makers and distributors 
will spend between $77,000,000 
and $80,000,000 in consumer ad- 
vertising this year. This record ad- 
vertising allocation is reported in 
the current issue of the trade pa- 
per and is based on a survey of 
producers and bottlers throughout 
the country. 

The trade publication says that 
“most companies report they are 
aiming for at least a 10% sales 
increase.” The industry spent an 
_estimated $76,000,000 in advertis- 
ing last year, the paper reports. 


Sweet-Orr Names Peck 

Sweet-Orr & Co., New York, has 
appointed Peck Advertising Agen- 
cy, New York, to handle advertis- 
ing for its line of work clothing. 
The company plans the largest ad- 
_vertising campaign in its 84-year 
history and will use newspapers, 
magazines, radio, television, point 
of sale and other promotional ma- 
‘terial. Friend-Reiss Advertising is 
the previous agency. 


Frankfort Promotes Pavone 

Emil A. Pavone, formerly re- 
tailer relations manager for 
Frankfort Distillers Co., New York. 
‘has been named trade relations 
| director. He will have charge of all 
public and trade relations for the 
company. 


Well of course they didn’t mention my name, but 


6 dowdy published Study’ of Executive. 


clear who they mean when they say ‘‘top management.’’ 


it’s perfectly 


- based on America’s 2%. million icdives: 


vertising Agency, is a book de-| 


“We prefer GAS equipment 
because it’s faster 
and more economical” 


ae 


SOMETHING FOR DIETITIANS—Mrs. Nettie Wills, Maryland school cafe- 

teria manager, demonstrates for dietitians the virtues of modern 

gas cooking equipment in typical b&w trade spread by the American 
Gas Assn. 


Selling to Institutions... 


Gas Industry Uses Big Budget to 
Sell Institutions on Modern Cooking 


New York, Jan. 25—The Com- 
mercial Cooking Bureau of the 
American Gas Assn. has for some 
years done a big job of selling to 
volume feeding operators such as 
hotels, restaurants and hospitals 
the advantages of gas in the kit- 
chen. 


Its program includes a consistent | 
advertising campaign in the insti-| 


tutional business papers—typically 
using a full twelve-page schedule 
—besides helping local gas com- 
panies with all forms of promotion 
material for prospects and custo- 
mers. Steady growth in the use of 
gas has been a direct result. 

The association includes in its 
membership practically all suppli- 
ers of gas, both artificial and nat- 
ural, the latter having become in 
recent years a much greater factor 
in the country as a whole than 
formerly, due to vast pipe lines 
from the growing production ar- 
eas. Approximately 407 company 
members in the AGA cover 9,165 
communities in the U. S., Hawaii 
and Puerto Rico, plus 272 in Cana- 
da, whose own gas industry or- 
ganization is a member. 

The’ association’s advertising 
manager is Norval D. Jennings; 
Mack Combs is manager of the 
Commercial Cooking Bureau, and 


|types were formerly more con- 


Hayes Walter is in charge of pro-| 


motion. The agency is Ketchum, 
MacLeod & Grove, of Pittsburgh. 


= The Bureau’s job is the basical- 
ly simple one of selling to mass 


cerned about raw food costs than 
any other factor in their operating 
setup. But the steadily rising cost 
of labor has in recent years made 
this the most serious factor, since 
it has reached almost as high a 
proportion of the total as food cost, 
both ranging somewhere between 
40% and 50% of the total. 

The need for greater efficiency 
has therefore been a prime con- 
sideration in the effort to sell gas 
as a kitchen fuel, and one of the 
Bureau’s campaigns, known as the 
“PEP” campaign—Performance, 
Economy, Profit—goes into all of 
the angles of this problem. 


= “Modernization of equipment is 
a major objective of our promo- 
tion,” said Mr. Walter. “Our sole 
argument is service, and modern 
equipment enables us to render 
the best and most economical 
service. Gas companies can’t sell 
gas by the peck or bushel or pint, 
so we have to help them sell the 
idea of the best possible equipment 
in order to enable the customer to 


get the best possible service.” 


He added that the problem is us- 
ually complicated by the fact that 
the average customer is perfectly 
satisfied with the gas equipment 
he is already using; hence adver- 


‘tising and all other aspects of the 


feeding organizations the use of. 


gas, or of more gas. The incidental 
fact that perhaps 40% of the gas 
companies also sell electricity, and 
that nowadays electricity is the 


chief competitor of gas for insti-| 


tutional cooking, is necessarily 
taken in stride. The competition is 


on merit, with each fuel stating | 
its case on the facts from its own | 


point of view. 
As Mr. Walter pointed out to 
ADVERTISING AGE, institutions of all 


SEND COLLEGE 
YOUR PRODUCT “Simied GoPy 
TO COLLEGE! 
SAMPLING 
PROGRAM 


delivers your product to college 
ond university students 


START BRAND LOYALTY ON 
THE CAMPUS — REACH 
250,000 STUDENTS 
ANNUALLY 


TRAVEL-PAX INC. 
225 Lafayette St. 
N.Y. 12, N.Y. 

WA 5-9996 


ee 


Got Enough Troubles oa 


For TWO ool 


Then you're probably looking for a 
partner. Well, the place to look first 
is in the Advertising Market Place, 
Advertising Age’s weekly classified 
section. With over 29,000 subscrib- 
ers to choose from, your “Partner 
Wanted” ad is almost sure to find 
the kind of business helpmeet you're 
looking for. 


Send in your copy today. Address: Classified Department, Advertis- 
ing Age, 200 E. IIlinois St., Chicago 11, I!|—or call DElaware 7- 1836. 
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promotion are devoted largely to) 


the case history, where it can be 
shown how a typical customer has 
secured better results at lower 
cost using the most modern equip- 
ment. 

The association does not sell any 
particular type of equipment, nat- 
urally; it sells the idea, and leaves 
the selection of the item to the cus- 
tomer and the appliance manu- 
facturer. 


@ The association and its cooking 
bureau work closely with the Gas 
Appliance Mfrs. Assn., each local 
gas company in its turn carrying 
a good part of the promotion load 
by using materials and sales tac- 
tics worked out at headquarters 
and passed along. There are 32 
companies in the appliance organ- 
ization. 

Special displays for dealers in 
restaurant cooking equipment em- 
phasizing the advantages of new 
appliances and the merits of gas as 
a fuel, catalog sheets and mailing 
pieces both for manufacturers and 
deaiers, and programs for sales 
clinics at which informed speakers 
instill enthusiasm and informa- 
tion, are among the devices by 
which the whole job is kept mov- 
ing and more gas is consumed for 
cooking. 

Striking evidence of the fashion 
in which the industry cooperates in 
the general effort is given by the 
fact that what is termed the “PAR” 
project—promotion, advertising, 
research—receives in direct volun- 
tary contributions from association 
members an annual total of over 
$2,000,000, in addition to regular 
dues. 

Apparently the membership feels 
that it is getting its money’s worth 
and then some. The fact that an 
estimated 95% of the 65,000,000 
meals served daily in public dining 
rooms are cooked by gas is suffi- 
cient to show that the Commercial | 
Cooking Bureau has got its story) 
across. 


s “The Trend is to Gas,” appear- 
ing as a slogan in all of the ad- 
vertising, underlines an illustrated 
story, in the typical page, of a 
specific case where a better and 


50,000 chickens a month is a high- | 
speed, production job. Without the | 


absolute control found only in gas 
equipment, this would be impos- 
sible. Only with the speed of gas 
fryers are we able to turn out the 
large number of orders necessary 
to keep our prices where they are.” 

The copy lists the complete bat- 
tery of gas equipment used in this 
restaurant, and suggests that the 
reader call his gas company for 
detailed information and help in 
his own problems. 

The trade schedule, including 
leading journals in the several 
fields where commercial cooking 
is done, and aside from the bakery 
and other industries, is as follows: 
American Restaurant, Chain Store 
Age, Fountain & Fast Food, Hos- 
pitals, Hotel Management, Hotel 
Monthly, Institutions, Journal of 
the American Dietetic Assn., Mod- 
ern Hospital, Nation’s Schools and 
Restaurant Management. 


Ballantine Adds to TV 
with ‘Eddie Cantor’ Series 

Spot tv is getting a big play from 
P. Ballantine & Sons, Newark, 
which has bought the new “Eddie 
Cantor” series for airing in 21 
eastern cities. This 30-minute com- 
edy-variety show is filmed by Ziv 
Television Programs. 

Meanwhile, Ballantine will con- 


tinue to present “Foreign Intrigue,” 


the Sheldon Reynolds production, 
in several major markets. In New 
York both shows are aired over 


WABC-TV. When the baseball sea- 


son starts Ballantine will be in 
the sponsor’s booth for radio and 
tv coverage of the New York Yan- 
kees and the Philadelphia Phillies. 
The agency is J. Walter Thompson 
Co. 


Sales Ltd. Appoints Two 


Sales Campaigns Ltd., Toronto, 


a subsidiary of Cappel MacDonald 
& Co., sales incentive specialist, 


has appointed C. G. Windsor sec- 
retary-treasurer and John H. Mac- 


Donald merchandising manager. 
Mr. Windsor formerly was with 


Henry Birks & Sons Ltd., Toronto 


jeweler which organized Sales 


Campaigns Ltd. in 1939, and Mr. 
MacDonald previously was with 


more satisfactory job has been ac- 
complished by the use of gas. 


One such piece of copy quotes a | 


James A. Ogilvy’s Ltd. and Hud- 
son’s Bay Co. Reeves E. Strobel, 
president of Sales Campaigns, re- 


restaurant owner at Long Beach, |cently moved to the subsidiary 
Calif., as saying: “Only gas fryers|from the New York executive 


provide the speed we need. Frying | 


group of Cappel MacDonald. 


December Sales of Chain Stores 


December 


% Gain -————Twelve Months—-—. % Gain 
1954 1953 or Loss 1954 1953 or Loss 
Food Chains 
“Colonial Stores $ 25,856,774 $ 20,353,852 +27.0 $ 244,671,773 $ 233,889,933 4+ 4.6 
; errr 22,601,631 20,123,027 +12.3 275,192,112 242,695,450 +13.4 
Kroger Co. 107,715,920 86,672,163 +24.0 1,108,795,887 1,058,608,651 + 5.0 
National Tea 42,860,191 35,280,352 +21.5 520,215,783 462,301,069 +12.5 
GE. Saavads 126,164,570 122,598,871 + 2.9 1,637,732,198  1,554,132,718 + 5.4 
Group Total .$ 325,199,086 $ 285,028,265 +14.1 $ 3.786.607.753 $ 3,551,627,821 + 6.6 
Mail Order 
*Sears, Roebuck 391,181,450 372,727,204 + 5.0 2,887,415,296 2,941,363,927 — 1.8 
a 19,783,137 18,070,509 + 9.5 130,893,873 134,006,441 — 2.3 
¢Montgomery Ward 131,874,741 139,157,470 — 5.2 907,466,202 1,025,787,560 —11.5 
Group Total $ 542,839,328 $ 529,955,183 + 2.4 $ 3,925,775,371 $ 4,101,157,928 — 4.3 
Drug Chains 
Peoples ....... 6,212,744 6,021,252 + 3.2 54,945,998 54,523,336 + 0.8 
Walgreen ...... 21,860,251 20,211,392 + 8.2 186,970,927 181,112,748 + 3.2 
Group Total .$§ 28,072,995 $ 26,232,644 + 7.0 $ 241,916,925 $ 235,636,084 + 2. 
Variety and Miscellaneous 
Bond Stores 12,949,428 12,068,253 + 7.3 84,247,850 86,136,790 — 2.2 
Butler Bros. 11,834,098 12,075,820 — 2.0 115,293,298 117,386,579 — 1.7 
©Diana Stores Corp. 4,247,237 4,061,316 + 4.6 13,866,599 14,092,357 — 1.6 
Edison Bros. . 9,905,691 9,233,036 + 7.3 80,192,950 81,633,640 — 1.8 
Fishman, M. H. 2,252,571 2,248,275 + 0.2 13,084,808 13,351,866 — 2.0 
Grant, W. T. .. 58,445,664 53,365,574 + 9.5 315,569,246 299,971,943 + 5.2 
>Green, H. L. .. 18,903,089 18,789,738 + 0.6 102,283,912 102,508,516 — 0.2 
Howard Stores . 4,680,224 3,551,114 +31.8 26,715,932 26,426,483 + 1.1 
Kinney, G. R. Co. 5,525,000 4,961,000 +11.4 42,681,000 41,264,000 + 3.4 
Kresge, S. S. .. 59,426,387 57,921,983 + 2.6 337,307.374 337,299,151 —— 
a SS ae 31,396,841 31,209,839 + 0.6 169,416,847 172,979,646 — 2.1 
Lane Bryant, Inc. 6,349,679 5,887,224 + 7.9 59,327,305 61,495,347 — 3.5 
errr 25,573,551 23,196,102 +10.2 142,186,560 139,838,021 + 1.7 
MeCrery ...... 18,083,690 18,318,917 — 1.3 103,855,918 104,786,893 — 0.9 
>McLellan Stores 11,421,578 11,141,311 + 2.5 57,277,923 57,390,112 — 0.2 
eMiller-Wohl Co. 5,419,009 4,940,121 + 9.7 16,946,266 16,238,320 + 4.3 
Murphy, G. C. . 32,784,439 31,978,687 + 2.5 182,172,687 187,163,824 — 2.7 
Neisner Bros. .. 11,853,102 11,601,189 + 2.3 64,968,979 66,742,814 — 2.7 
Newberry, J. J. 31,593,818 29,216,534 + 8.1 179,695,057 171,163,900 + 5.0 
Penney, J. C. .. 179,444,509 170,642,512 + 5.1 1,107,152,173 1,109,507,674 — 0.2 
Rose’s 5-10-25 4,675,270 4,657,499 + 0.4 23,349,123 23,270,932 + 0.3 
Shoe Corp. of 
America 7,290,573 6,741,304 + 8.1 61,931,341 59,894,759 + 5.0 
Western Auto .. 15,667,000 16,868,000 — 7.1 161,679,000 178,230,000 — 9.3 
White’s Auto Stores 3,135,037 2,133,074 +46.9 22,705,722 20,187,401 +12.4 
Woolworth, F. W. 126,161,523 121,957,661 + 3.4 721,284,807 713,867,026 + 1.0 
Group Total ..$ 699,019,008 $ 668,766,083 + 4.5 $ 3,867,885,303 $ 3,865,528,843 + 0.6 
Combined 
WEEE -ccsses $1,595,130,417 $1,509,982,175 + 5.6 $11,822,185,352 $11,753,950,676 + 0.6 


eFive weeks and 53 weeks. “Eleven month period. 


¢Five month period. 


ee 


° . + 
On Chicago's ‘Magnificent Mile’’ 
Here’s a choice location on one of the busiest, smartest, most 
fashionable shopping strips in the country—Chicago’s fa- 
mous “‘Magnificent Mile’’. 

Located just north of the Wrigley Building and the Trib- 
une Tower, this display shows to the consistently heavy 
north-bound traffic on Michigan Avenue. It’s the major 
thorofare linking north and south sections of Chicago with 
the ‘““Loop’’. 

With a daily circulation of 208,239, this display is a ‘‘best 


buy’’. For complete information, write today. 


General Outdoor Advertising Co. 
515 South Loomis, Chicago 7, Illinois 


MANCHESTER, N. H. 


Outstanding illuminated Hi-Spot 
located on Elm Street (U.S. Route 
#3), main street and principal ar- 
tery in heart of downtown busi- 
ness, banking and shopping center 
of state’s biggest market. 

Commanding Hi-Spots like this 
unit in Lowell, Lawerence, Haver- 
hill, Massachusetts, Nashua and 
Concord, New Hampshire, as well 
as individual 1214’ x 42’ Highway 
Streamliners, strategically located 
on U. S. and primary state routes, 
available in Massachusetts, New 
Hampshire, Vermont and Maine 
through 

THE KIMBALL SYSTEM, INC. 


194 Middle Street + Lowell, Mass. 


700 South State Street 
Telephone—GLenview 5-5423 - 5-5424 8 


CHATTANOOGA, TENN. 


Located on McCallie Ave. op- 
posite Warner Park (Chatta- 
nooga’s largest playground) fac- 
ing traffic on U.S. 11 and 64 and 
all residential traffic to large 
eastern section of city. 

Size is 18 x 40 Tiffin Deluxe Bul- 
letin. Total net circulation of 
36,880 per recent T A B report. 
Available immediately on one 
year contract basis. 

Truly one of the finest locations 
and heaviest traffic counts in 
Chattanooga. 


LOOKOUT ADVERTISING CO. | 


1084 Duncan Ave. Chatta., Tenn. 1 


KANSAS CITY, MO. Main and Linwood 
SPECTACULAR or ILLUMINATED BOARD 
120,000 CIRCULATION 


Daily Auto and Pedestrian traffic. Present attraction 
board can be incorporated into any design. 


If utilized as a SPECTACULAR DISPLAY 


Maximum size 33’ x 45’ can be used. 
Sketches & Prices without obligation 


FEDERAL SIGN and SIGNAL CORPORATION 


(Formerly Federal Enterprises, Inc.) 


Chicago 19, Ill. 


Poin 
KOSES 


Phila. approach to famous Delaware River Bridge 


This 35’ x 34’ bulletin commands head-on attention continuously for 
four blocks on center-city Vine Street Blvd. at llth St. Net effective 
monthly circulation of 1,800,000 includes Pennsylvania and New Jersey 
people plus thousands from all over U. S. traveling to N.J. Turnpike and 
shore resorts plus commuters on Reading R.R. Audience warrants 
spectacular treatment. Phone, wire or write— 


OUTDOOR ADVERTISING COMPANY , 


3627 N. Smedley Street 
BA 9-5500 
Philadelphia 40, Penna. 


Information for advertisers 
about this new ad-feature — 


HIGHSPOT OUTDOOR 
LOCATIONS AVAILABLE 


This new market place for informing 
advertisers and agencies about avail- 
abilities of highspot outdoor loca- 
tions will appear in Advertising Age 
on the last Monday of every month— 
February 28, March 28, April 25, etc. 


Advertising Rates 


Number of insertions used within 12 
months from date of first insertion 
determines the frequency rate. 


Cost per insertion 
1 time 6 times 13 times 


$ 58.00 $ 56.00 $ 54.00 


4 column inches: 
2 col. x 2”, of 


1 col. x 4” 
8 column inches: 

2 col. x 4”, of 

1 col. x 8” 108.00 104.00 100.00 
Deadline for ad copy is 12 days pre- 
ceding Monday of issue. 


Mail, wire or phone orders and ad 
copy to William Hanus 
Advertising Age 

200 E. Illinois St., Chicago (11) 
Telephone: DElaware 7-1336 
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“NBC’s programming of spectaculars and general razzle dazzle,’ writes John Crosby in the 
New York Herald Tribune, “has given television an importance and a sense of excitement that 
it cannot afford to lose.” 

The NBC Color Spectaculars have broken the rigid radio-mold of unvarying strips of half- 
hour shows. They have forced wider horizons, new programming concepts... they draw into 
television great stars, writers, directors—from all over the world. In addition they have given 
Color Television tremendous impetus by providing regular and impressive color programming. 

The special ingredient that has given all television its great expansion and excitement has 


been the NBC Color Spectaculars. And the audience response has been unmistakable. 
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Since the new season began in September, Nielsen ratings* show: 


More than 11 million families watching the average Spectacular — almost exciting t hings are happening on 
double the audience of the average evening network program. 


Seven Spectaculars with Top Ten-sized audiences during the six rating periods. 


More homes tuned to NBC — an average of 649,000 more homes than the 


second network, with its average nighttime program. - 


In every rating period, more Top Ten shows from NBC than any other network. T FE [ c V ‘ 


NBC’s program leadership has made it a most exciting year for the 


a service of 
television audience. And a most profitable year for advertisers. 


*Nielsen second September Report—first December Report 1954. All data verified by A. C. Nielsen Co. . 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Advertising Age, January 31, 1955 


'Jan. 10 issue of AA. I have often | heart to discard them. The stack of 


wondered what type of people 
you had on the staff of AA, what 
their respective duties were and 
who was responsible for the 
various functions of each depart- 
ment. 


} 


AA’s I keep came in handy this 
past week, when I used these piles 
to weight down the bottom shelf 
of a new four-shelf metal bookcase 
we hoisted on top of some metal 
filing cabinets. This is a good ex- 


Disagrees With AA’s Survey 
of Admen’s Lifespan 


To the Editor: I am a long time 


reader (15 years) of AA. Increas- 
ingly, you have been guilty of 
reaching conclusions via the inad- 
equate statistical sample. Most re- 
cent: (a) Those who have their 
obituaries published in AA die at 
a certain age; therefore, (b) all 
advertising men die at that age. 
Because (a) is true does not mean 
(b) is true, and I think you should 
say so. I also think your findings 
are too slim to build a front page 
story on. You simply don’t know 
how long advertising men live 
who don’t get their obits in AA. I 
prefer to believe that the rank and 
file of advertising people have 
average longevity, and I'll bet if 
you really get a big sample you'll 


find that they do have. 

. SAMUEL C. Harr, 
President, Interstate Advertis- 
ing Co., Charlotte, N. C. 

Most of the limitations of the 
study were pointed out in an edi- 
torial in the Jan. 24 issue. 


Seeks to Dispel Prospects’ 
‘Let's Wait’ Attitude 


To the Editor: We think E.B. 
Weiss’ article on “The Time Is 
Now for Starting that New Busi- 
ness” (Jan. 10 issue) is excellent. 

We manufacture and sell, direct, 
a line of auto radiator repair 
equipment. 

Beginning with the first of every 
year, the prospects start the old 
cliches: “Can’t buy now, waiting 


for income tax”; “Let’s see what 


store advertising than 


in MONTREAL here's why the STAR 
Should be a “must” 


@ Single-paper coverage of 
Montreal’s English families 

® Home, evening readership 

® Top merchandising services 


MORE retail, general, classified and department 


* Represented in the United States by 
O’ Mara and Ormsbee Inc., 420 Lexington Avenue, New York City 


The Montreal Star 


245 St. James St. W., Montreal, P.Q. 


on your schedules! 


any paper in its field! 


| NEWARK NEWS 


happens to the crops”; “Well, 
depends on who wins the election,” 
etc. 

It is our thinking that a reprint 
of your article will be helpful to 
us. We would like to send it to 
those “Let’s wait and see pros- 
pects.” 

Your permission to reprint will 
be appreciated. 

J. V. GRAsso, 

Manager, Equipment Division, 

Inland Mfg. Co., Omaha. 

* * & 
Cover-to-Cover Readers 
Are Kept Informed 

To the Editor: Congratulations 
to ADVERTISING AcE on its 25th 
anniversary! We here at the West 
Virginia Industrial and Publicity 
Commission read it from cover to 
cover. 

This is truly an advertising age, 
and your publication keeps us in- 
formed on the old and the new in 
the world of advertising and pro- 
motion. 

May ADVERTISING AGE enjoy 
many more years of success. 

ANDREW V. RUCKMAN, 

Executive Director, West Vir- 

ginia Industrial and Publicity 

Commission, Charleston, W. 

Va. 

© 

To the Editor: As one who has 
been privileged to read every one 
of the 1,300 issues of ADVERTISING 
AGE since Vol. I, No. 1 came out 
25 years ago, I was particularly 
interested in reading the capsule 
review of those years written in 
the perspective of the present. 

May I add my good wishes to 
Mr. Crain and his many fine as- 
sociates as they go forward and 
continue to present the news of 
advertising in an alert and forth- 
right manner. 

LAUREN K. HAGAMAN, 
Director, Advertising and 
Sales Promotion, Congoleum- 
Nairn Ine., Kearny, N. J. 


* 
To the Editor: Thanks for your 
rundown on the past 25 years in 
advertising. It’s informative, nos- 
talgic, worth keeping, which is 
just what we are doing with it. 

I also thought the double spread 
on your entire staff was a nice 
touch, from your readers’ stand- 
point as well as from theirs. 

Congratulations and good luck 
in the next 25! 


Your excellent judgment in/ample of the stability and balance 
issuing and publishing the photos| your publication has. 
of individuals, whose names are; But we really love AA, so keep 
known to your readers but whose pouring out your promotions, and 
features were unfamiliar, proves| we’ll continue to pore over ’em. So 
beyond a doubt that you are a/there! 
master psychologist or a truly 
great psychic. How could you Marketing Consultant, New 
possibly have known what I was| York. 
thinking when I wondered just e e e 
what your staff members looked Offers Suggestion for 


ike? Th illi best 
ine? Tee 2 Sa | Reenate’ Aid to Publiciita 


of everything in 1955. 
ANTHONY J. ANTHONY, To the Editor: It would be 


BEN CORRADO, 


President, Anthony Enter- /@ big help to us in the publishing 
prises, Chicago. business if advertising agencies 
‘ a o would include the full name and 


address of clients on insertion 
Cold Weather Item orders. If this were done, when 
To the Editor: The enclosed ad|it comes time to make up check- 
was run in the Detroit Shopping|ing copy lists it would be much 
News by Kern’s Department Store.|simpler than trying to search 
I think it should have added:/around through the publication 
“and a yard wide.” Or, is this/to find client’s ad to get the ad- 
dress. 

KERNS MORIONS-cTULED SLOOR | W. Lane Wirt, 

: Advertising-Sales Manager, 

Ci nstruction News, Chicago. 


Readers Invited to Pick 
‘All-American’ Agency Team 

To the Editor: Sports experts 
(and fans) get into a lot of argu- 
ments picking the all-time perfect 
baseball teams and All-Ameri- 
can football teams. 

But has anybody ever picked 
the “ideal” agency team? My nom- 


ENAMELED ALL-WOOL TOILET ination might run something like 

. this: 
SEATS SALEPRICED 10 4D Chairman of the Board: Stan- 
* Smooth, Garten Cid. tide San, Re See. select 


weather-soasoned kiln-dried ings-priced! ley Resor 
° ee ee President: A. D. Lasker 
pesc lor te suit 


bathroom. z 
Come in, write or ealt WO Sieee New Business Man: Sherman 
KERN'S BATH MOP. RIED 


K. Ellis 
something new I haven’t heard| Creative Director: Raymond 
about? Rubicam 
Leonarp N. Simons, ae hot ra Board: Stirling 
; : ; etche 
— issn on — Merchandising Director: E. B. 
, Weiss 
Pouring Over’ Newspapers Copy Chief: Earle Ludgin 
Okayed by This Reader Art Director: Paul Rand 
To the Editor: I’m surprised at} Copy Supervisors: O. B. Win- 
your readers Evans and Wagner|_ ters, Phil Lennen, Walter 


seeming to doubt the possibility of O’Meara, David Ogilvy 
publications being both pored over; I haven’t got into nominating 
and poured over. In fact, this has | account supervisors, research and 
actually been going on at my home| media men—but that could start 
for some time. a lot of controversy. Only thing 
My friends express amazement |!I’ll fight for: I want to be the 
when I tell them that our cat,| office boy-trainee in that agency 
Pinky, regularly pours over the|—SO that some of that ability and 
Wall Street Journal, the Journal of | wisdom could rub off onto me! 
Commerce, the New York Times, GLEN JOCELYN, 


ance Co., 


He’s Often Wondered, 
Now He Knows 


KENNETH K. WuNSCH, 
Advertising Manager, North- 
western National Life Insur- 
Minneapolis. 


etc. We line her box with these 
and other newspapers, after I have 
finished poring over them and 
clipping out the items I want. 
You'll be happy to know, how- 
ever, that Pinky does not pour 
over AA, because I bring them 
back down to the office and keep 


Vice-President, Earle Ludgin 
& Co., Chicago. 
7 7 


Says ‘News’ Must Be New, 
in Big Type or Not 


To the Editor: The enclosed 
newspaper tear sheets are recent 


' 

Wioveagplas 

: ¥ ys Lae 
‘ 
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“Look! Over 300,000 net paid Sunday 


again in December!” 


Newark News 


Datly and Sunday 


NEWARK, NEW JERSEY 


Represented nationally by O'Mara & Ormshee, Inc. 


To the Editor: What a wonder- 
ful and pleasant surprise in your 


them on file. They have so much | examples of that old advertising 
meat that I just don’t have the|malady called “screaming head- 


ame 93 


Ga. 


a 


“IT ONLY TAKES 1 IN GREEN BAY” 


Two-headed bird watcher 


Actually, it only takes 1 good head on your 
shoulders to see this: The Green Bay Press-Gazette 
is your best Wisconsin buy. Low rate. 

Undivided, faithful audience. 100% City Zone 
readership. Be Number | in Green Bay. Buy the 
Green Bay Press-Gazette. 


Phil McClosky, Manager, General Advertising. 


GREEN BAY PRESS-GAZETTE 


Green Bay, Wisconsin 
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Advertising Age, January 31, 1955 


lines.” The moot point about these 
examples is that they shouldn’t 
even have been allowed to whis- 
per, to say nothing about scream- 
ing! 

“Great News!” roars the Old Log 
Cabin ad. Pfeiffer Brewing goes 
one better with “Big News About 
Beer!” But, in neither case does 
the highly-expectant reader find 
any news at all, to say nothing of 
“Big” news or “Great” news. It is 


strongly on the subject of honest 
advertising and get a little sick 
when we see copy that should 
carry a “Caveat Emptor” heading. 
In fact, we have been known to re- 
sign accounts which insist on 
weasel words and “hope-you- 
don’t-see-it” qualifications in 
small type. 

Surely it seems that good busi- 
ness would know that you can’t 
win friends and influence cus- 


simply a recurrence of the old|tomers by promising them some- 
thing you don’t intend to deliver. 

For what happens when the cus- 
( tomer (who didn’t read the small 
type) goes to the store, expecting 
to get what she believed the ad 
promised? When she doesn’t get 
it does she still buy? Who is kid- 
ding precisely whom? 

Once again, congratulations on 
- doing something for advertising 


What changes there are in 
SE ee ee wre ian which evidently needs doing. 
Resi Someone: | : ‘ ‘fence , the ’55 models, Is there any 
DSO "nce une | | President, Bird, Ruse & Urban industry as ever-changing 


Inc., Detroit. 
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as the auto industry? Yet 
model changes are just typ- 
ical of the myriad changes 
that come thick and a 
throughout the year. 
Prices, factory policies, gov- 
ernment actions—to name 


‘Toy Jobber’ to Reprint 
Weiss ‘Wholesaler’ Article 

To the Editor: Back in the Nov. 
22, 1954, issue there appeared an 
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practice of using headlines as a 
come-on (which in itself is fine), 
but when those headlines are com- 
pletely disjointed from the copy, 
the whole thing becomes not only 
a travesty, but indeed a damn lie! 

Would the copy people respon- 
sible for these ads rush up to 
friends screaming and shouting 
about some “Great” news...and 
then proceed to tell about the 
Spanish-American War, or some 
similar piece of common knowl- 
edge? That’s about what their ads 
do, for the copy is the same old 
stuff, screaming head or no 
screaming head. 

We newspaper ad folk want our 
customers to get the utmost for 
their expenditure with us, and 
perhaps I should address this let- 
ter to the ‘agencies responsible. I 
have addressed it to you because, 
as an ex-agency account exec and 
copywriter, it is my opinion that 
nobody, but nobody undersells the 
liquor people when it comes to ad- 
selling. In fact, I use liquor ads 
exclusively to teach my copy men 
what to avoid. It seems the basic 
reasons for buying and using spir- 
its have been completely forgotten 
by those responsible for selling 
same in print. I am, of course, far 
from alone in this opinion. 

However, if the distillers wish 
to waste ad dollars, that is their 
privilege. Yet I wonder if a poor 
ad, or poor ad style, no matter 
which agency places same or ac- 
count pays for same, doesn’t harm 
the whole advertising profession. 
I mean, isn’t it this sort of thing 
which creates the now oft-heard 
opinion that advertising is a nec- 
essary p. r. evil? 

In short, and at least this is the 
responsibility of the agency—no 
matter what their client desires, 
would I be out of place to ask the 
writers, producers, placers of such 
advertising to mull over once 
again the long-range inferences of 
any professional credo they might 
have? 

Above all, where the enclosed 
examples are concerned, will the 
writers responsible please be ad- 
vised that the word “news” is a 
direct derivative of the word 
“new.” If it ain’t new, brother, it 
ain’t news, either! 


Patrick J. JACKSON, 


Advertising Manager, Beckley 
Newspapers Corp., Beckley, 
W. Va. 


He’s With Bedell 


To the Editor: Congratulations 
on the fine article by Clyde Bedell 
in the Dec. 13 issue of AA. 
We at this agency also 
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article by E. B. Weiss, ‘“Whole- 

saler Returns to Spotlight in Mar- 

keting Field.” Do we have your 

permission to run this, with proper 

credit, in our February issue? 

DENTON HARRIS, 

Publisher, National Toy Job- 
ber, Atlanta. 


Near-Empty Bottle Is 


New Lavoris Theme 


To the Editor: Would you mind 
casting your advertising eyes and 
mind over the enclosed proof of 
an advertisement for Lavoris, to 
be run in the March 12 issue of 
the Post? 

Our client said, when he first 
viewed the layout, “Jim, you 
ought to be very happy today; 
you have made something which 
I do not recall having ever seen 


.. must get more today ! 
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ot ; makes your mouth feel 


so fresh and clean 
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the,xmonthwash that docs good--tastes good 


before in any advertising copy— 
you’ve used an empty bottle to 
emphasize the message and need 
to buy.” 


for your good publication, for 
there are lots of bottled goods 
advertised, but always so far as 
the writer recalls they are full 
| bottles. . . 

Having been the originator of 
Betty Crocker and Kitchen 


had a certain joy in hearing the 
words this client said. 
J. A. QUINT, 


Tested for Gold Medal Flour I) 


This could be “news,” we hope, | 


Addison Lewis Co., Minne- 


apolis. 


Decision makers in factories and dealerships 
need the news. They need it fast. That’s why 
they need a weekly newspaper. That’s why 
they buy AUTOMOTIVE NEWS. 


Fourteen editors and 106 correspondents 
give 41,287 (ABC) subscribers what they 
need to know. They pay $8.00 a year for it 
and 87.42% renew their subscriptions. Both 
figures are the highest of any publication in 
the industry. 

They read it because they need it. It’s as 
simple as that. Confirmation .. . 
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NEW READERSHIP SURVEY 


a few— initiate far-reaching 
changes that vitally concern 
the decision makers in deal- 
erships and factories. They 

must be apprised of 
changes to make the right 
ht time. 

That’s why they turn 
to the only weekly news- 
paper of the industry 
AUTOMOTIVE NEWS— 

to get industry news and 
authoritative commentary. 


A new survey by Crossley, Inc. now offers 
proof that AUTOMOTIVE NEWS reaches 


not only the owner in dealershi 


service and parts manager as well. 


but his 


This study covers readers of AUTOMOTIVE 


NEWS by title; frequency of reading; 


ing time per copy; s-along rea 
f “editorial items and 


and identification o 
advertisements. 


read- 
ershi P; 


Your AUTOMOTIVE NEWS’ representa- 
tive has a copy for you. Ask to see it on his 


next visit. 


THE WEEKLY NEWSPAPER OF AMERICA’S NO. 1 INDUSTRY 
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California Packing Corporation—canners of top-selling Del Monte 


fruits and vegetables—built success by consistently putting flavor first. 


In Ladies’ Home Journal for 36 consecutive years, Calpak credits 


the No. 1 magazine for women with “perfect climate for sales message’’. the fruit itself, must be protected at every 


step. To check the exact moment of ripeness 
in peaches, packers of Del Monte keep a 
larger force of men in the field than any 
other canner. 


Take fruits and vegetables at the peak of their flavor...add 
a quality-control technique that assures uniform goodness 
year in, year out...and a magazine that has always carried 
a vast, natural appeal to women... 


To these ingredients, add a company that started with 
them all, and kept them. You have what you need for a suc- 
cess the size of Calpak’s Del Monte brand. 


This success is reflected in Del Monte’s threefold sales 
increase since 1939-1941—and even then Del Monte canned 
fruits and vegetables outsold all other brands. 

And—for a big assist in this success—Del Monte execu- 
tives thank their consistent 36-year program of Journal 
color advertising...and the Journal’s “ideal climate for 
reaching women.” 


+ 


Mo 


é 

. 

ry 
1) 


a ‘ape! We 


is 
ff 
ih 


Bi 


Merchandised for top sales. The Del Monte Advertised for top appeal. Since women instinctively 
merchandising program keeps hundreds of associate true color with true flavor, Del Monte adver- 


eS 


o salesmen working with the retail trade. tising is concentrated in a medium where 4-color repro- 

“The Journal provides an ideal climate Point - of - sale —— ge - oe ~$ duction is possible: quality magazines. Here, Del Monte 
° @ tures, reprints of Journal ads all help ad- ads stop readers with photographs of Del Monte prod- 

for Del Monte selling messages, vertising work for Del Monte. ucts looking just as they will when they reach the table. 


says Irving H. Granicher, General Sales Director 
of the California Packing Corporation. 
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"aus heal i the Béarhal for 96 Never underestimate the power of the No. 1 magazine 


years, because the Journal provides 
an ideal climate for Del Monte sales for women... Jodies’ 
messages to women, and reaches more Home 
women than other women’s magazines. 
It has always proved successful in 


spurring sales.” 
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Salesense in Advertising ... 


Advertising Agencies Pick Their Best of 1954 


By James D. Woolf 
(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


More and more am I persuaded, as 
agencies tell us how their “Best Ads” 
came into being, that impelling copy 
doesn’t just grow like Topsy. Perspira- 
tion is a priceless ingredient. The Ale- 
mite advertising for 1954 (see reproduc- 
tion herewith) is clearly a case in point. 


MacFarland, Aveyard & Co. 

It is easy to see why this agency is es- 
pecially proud of the 
1954 Alemite cam- 
paign. First, it has 
enjoyed the highest 
readership in the his- 
tory of Alemite adver- 
tising; second, it is 
producing definitely 
traceable sales results. 
Writes the agency: 

“Here, group think- 
ing, backed by thor- 
ough research, provided the right an- 
swers to a serious sales and advertising 
problem. 

“Problem: To increase interest and 
readership in advertising a prosaic sub- 
ject like lubrication. The need for new 
merchandising tie-ups to make adver- 
tising a more vital part of the salesmen’s 
approach to car dealers and service sta- 
tions. 

“Thinking: Group agency analysis of 
changing shopping habits, increased 
leisure, the growing importance of women 
drivers. The increase in marriages and 
car population. The ‘peaking up’ of lub- 
rication business on weekends. The dan- 
gers of improper lubrication. Growing 
competition in dealer selling, etc. 

“Research: An agency test survey of 
car dealers and service stations in Chica- 
go and vicinity, later expanded to four 
more cities. Finally, a national study of 
13 additional markets, covering 513 deal- 
ers in all. Then a thorough discussion of 
ideas and merchandising tie-ups with the 
‘big 3’ car manufacturers in Detroit. 


James D. Woolf 


a “Findings: Confirmation of agency 
thinking: Three days accounting for near- 
ly all lubrication business; two out of 
three dealers welcoming a plan to ‘level 
out’ this volume; seven out of ten recall- 
ing expensive repairs due directly to im- 
proper lubrication; seven out of ten not- 
ing a definite trend toward business 
from women drivers—three out of four 
saying that these women were following 
their husbands’ instructions. 

“Results: A human interest ad cam- 
paign in national weeklies with the 
highest readership in the client’s history. 
Tailor-made to gain salesmen and dealer 
cooperation—and a trade publication 
‘natural.’ Successfully building up lubri- 
cation business regularly on former off- 
days. Definitely traceable sales results. 
Merchandisable tie-ins such as a ‘Report 
Card’ for wives, and ‘Gas, Gaskets and 


Glamor’ car care classes for women driv- 
ers, held by local dealers. This campaign 
will continue in 1955.” 


Seymour Kameny Associates 

When an agency has produced a cam- 
paign of advertising that is phenomenally 
successful against tremendous odds, it 
has every right to be “particularly proud.” 
I am happy to give you in full the fol- 
lowing letter from Kameny Associates: 

“Your first article in a series entitled 
‘Advertising Agencies Pick Their Best of 
1954,’ in the Dec. 6 ADVERTISING AGE, was 
very interesting and enlightening. Since 
we are particularly proud of a cam- 
paign we launched for Canon camera 
this year, against tremendous odds and 
with phenomenal success, we are taking 
the liberty of calling it to your attention. 

“When we were retained by the Canon 
account about a year ago, we were faced 
with the difficult situation of trying to 
sell a high-priced, precision Japanese 
camera to a market that regarded Japan- 
ese products as ‘novelties’ or ‘junk.’ This 
problem was two-fold, since the dealer 
was as prejudiced as the consumer. The 
Canon camera had been introduced into 
this country some time before, but, in 
more than five years, they could make 
no dent in this wall of prejudice and 
buying resistance. 


= “Kameny Associates, with an exten- 
sive photographic background and prob- 
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ably more photographic accounts than 
any other agency in the country, tackled 
this problem with an eye toward reaching 
both the consumer and the dealer on a 
budget of less than $100,000. They felt 
that the amateur photographer who was 
in the market for a $300 camera would 
first consult the ‘expert’ in his group, 
the photo ‘fan,’ or his photo dealer be- 
fore making such an investment. There- 
fore the media selected the first year in- 
cluded trade and photo-fan publications; 
next year it will spread out to the luxury 
novice field and include class magazines. 

“The approach decided upon was edu- 
cational—almost institutional. A _ series 
of large ads was devoted almost complete- 
ly to educational articles on photography 
in simple, layman’s language. There was 
little or no ‘sell’ on the Canon camera. 
The reference to Canon was brief—the 
response tremendous! Each of the ads 
in the series pulled between 1,000 and 2,- 
000 intelligent inquiries—from industry 
leaders, laboratory technicians, college 
professors, to amateur photographers— 
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with requests for reprints, additional in- 
formation and even technical data. Con- 
sumers went to their dealers, ad in hand, 
with inquiries, and dealers turned to 
Canon with renewed interest and respect. 
The psychological reaction to this series 
worked out exactly as we had hoped— 
Canon became associated with ‘authority.’ 
“The results of this campaign exceeded 
even our own optimistic expectations! 
Within three months from the time Ka- 
meny set up a Canon franchised dealer 
program, more than 200 solid franchised 
dealers were signed up across the nation 
—a phenomenal success for a camera 
that had, for so many years, been unable 
to evoke any dealer attention at all. 
Needless to say, Canon sales have taken 
a tremendous upswing. Today Canon, for 
the first time, feels that it is firmly en- 
trenched in the American market! 
“Enclosed are a few ads of the series 
we mentioned. You can readily see the 
radical departure from conventional cam- 
era advertising, and a unique approach 
to what had been a complex problem.” 
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TREND—The growing importance of women re contrib- 


uted to the thinking behind this campaign, and results have 
proved the point. Definitely traceable sales results have 
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EDUCATIONAL—Long copy with little “sell” is the meat of this cam- 
paign for the high-priced, precision Japanese camera—Canon. 
The results have exceeded even the agency’s expectations. Sey- 
mour Kameny Associates, New York, has the account. 
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Tips for the Production Man... 


A Few Notes on Zig-Zag Margins 


By Kenneth B. Butler 


(Mr. Butler is head of the Way- 
side Press and of Kenneth B. But- 
ler & Associates, Mendota, Ill.) 

There seems to be no letup in the 
current fancy in favor of zig-zag margin 
treatment on copy blocks. There seem 
to be a number of reasons why this 
gimmick remains in vogue. Actually, this 
is the way our typewritten and hand- 
written letters turn out; so it is a natural 
form dating way back. 

The style seems to pervade almost all 
kinds of typographic design and layout, 
ranging from ads to catalogs to direct 
mail and occasional pieces such as an- 
nouncements and envelope stuffers. Ac- 
tually, zig-zag margins are a refreshing 
change from so much type that offers a 
formal and stiff front of vertical align- 
ment at left and right hand siaes of 
copy blocks. 
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TYPOGRAPHIC CHANGE OF PACE—dZig-zag 

margins are little pepper-uppers, infor- 

mal and unrigid, and in increasing use 
for short copy blocks. 


On the Merchandising Front... 


This type of treatment seems to work 
out best for short copy blocks, offering 
layout relief from basic working copy 
blocks set in the traditional manner. Zig- 
zag alignment provides interesting and 
free-flowing marginal silhouettes which 
do seem to increase the legibility of short 
copy. blocks. 


= The method eliminates word spacing 
and helps to maintain uniform spacing 
between words. It also eliminates the 
need for hyphenization of words at the 
end of lines. 

The style is most effective when the 
lines are given extra line-spacing or lead- 
ing; thus opening up material in a pleasing 
way. 

There are three styles: (1) lines that 
are flush left and set zig-zag on the right; 
(2) lines that are flush right and kept 
uneven at the left; and (3) lines stag- 
gered in alignment on both sides. It is 
important in styling such copy blocks to 
compose lines so that the lines are 
markedly staggered—not indented in a 
half-hearted way. In other words, lines 
should not miss alignment by just a pica 
or so, but pronouncedly. 


m When aligned on one side only, the 
zig-zag copy blocks may be oriented to 
another block of copy, to an illustration, 
or to a vertical printer’s rule. The stagger- 
ed side may also form itself in a curve 
around some other feature of the page, 
such as a drawing or outline halftone. 

Zig-zag copy blocks provide an excel- 
lent means of varying type size or treat- 
ment in a layout. Thus it can be styled in 
another type family, stepped up in bold- 
ness or in size, or set in italics. 

I think this treatment should be re- 
served for short copy blocks and special 
copy—the kind of thing you might ordi- 
narily put in a box. The public is not yet 
accustomed to reading large masses of 
copy in this unorthodox treatment. 
Therefore it is best retained as a style 
variation and not as_ bread-and-butter 
treatment. 


Over-Emphasis on Christmas Merchandise 
Deprives Retailer of Regular Volume 


By E. B. Weiss 
Merchandising Consultant 

How much does Christmas promotion 
cost the neighborhood retailers—the hun- 
dreds of thousands of food, drug, soft 
goods and hard goods merchants located 
in neighborhood areas and in small 
towns? 

Every year, promptly after Thanksgiv- 
ing Day, these merchants dutifully and 
hopefully put up their Christmas displays; 
shove year-round and even winter staple 
sellers either out of sight or squeeze them 
for space in a manner guaranteed to slow 
down the movement of these bread-and- 
butter categories. Then they wait for 
Christmas volume to “break.” 

And each year it “breaks” at just about 
the same time—some three, four or five 
days before Christmas! 

In the meantime, for at least 20 shop- 
ping days, these merchants have denied 
themselves the opportunity to do a pro- 
fitable volume on their regular inven- 
tory. It doesn’t make sense, but it happens 


every year. 


s As a matter of fact, it is very much of 
a question in my mind whether the down- 


town stores really profit by their drawn- 
out Christmas season. This year, for 
example, there was a good deal of chor- 
tling downtown because Christmas shop- 
ping started a bit more promptly than 
usual, immediately after Thanksgiving 
Day. I’m under the impression, however, 
that Christmas shopping also tapered off 
somewhat more strikingly than usual 
the three days before Christmas in most 
(not all) downtown outlets. 

Actually, in downtown stores, Christ- 
mas shopping is concentrated emphatic- 
ally into a ten-day period. Yet the store 
as a whole is merchandised, promoted and 
staffed for a Christmas rush of some 25 
shopping days—which, of course, never 
happens. 

But getting back to the neighborhood 
and smaller town stores, and taking a 
typical example, a neighborhood drug 
store of the modern type—that is, a drug 
store that goes in heavily for non-drug 
items—what do we find during the 
Christmas season? Nine times out of ten, 
we find that the drug store has literally 
shoved its regular stocks off into a corner 
and defied them to do a profitable volume 
for a period of over three weeks, while 
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Travel Lure 


Perhaps because travel advertising seems so easy—due to the fact that the 
lure of faraway places seems so universal—it also seems to receive far less 
imagination at the hands of its writers than almost any other kind of adver- 
tising. 

It is possible, of course, that too fre- 
quently the client insists that his country 
or his resort be interpreted in terms of 
‘=. how it appeals to him. This might pos- 
iy sibly explain so fouled up a travel ad as 
the one for the German Tourist Infor- 
mation Office entitled, “The old and the |} 
new will delight you in Germany.” The 
main illustration looks like a village in 
—.» . the American sector, somewhere be- 

S? tween, say, Frankfurt and Nurnberg. 
i Nevertheless, one cannot definitely place 
it. And next to it are four very sketchy 
illustrations that not only fail to sum- 
mon up any contact with actuality but 
throw away a terrific opportunity for 
four highly read selling captions. 

On the other hand, the Pan American 
Sle = 3 ad—actually aimed at selling Pan-Am as 
a carrier to Europe—does more to sell 
Germany with 
photo of a castle in Bavaria than the 
German Tourist Information Office ad (which illustrates the same castle in 
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We have commented previously here on the magnificent job Pan American 
does—not only of selling its service but of selling foreign travel. Sensing that 
travel is a personal thing, a Bali H’ai call out of the distance, Pan-Am’s 
copywriter employs the evocative headline, “In every man’s heart there’s a 
Secret place he would like to go.” He then immediately tells how to get there 
{ —and how easy it is on Pan-Am’s “Pay-Later” Plan. We recently called atten- 
tion to what we considered a Pan-Am boner in selling its ‘““Pay-Later” Plan. 
We have nothing but admiration for this ad. 


its magnificent color 
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simultaneously turning the store over to 
Christmas merchandise displays which 
cannot be made to pay off except during 
those last few days before Christmas. 


= One manufacturer decided to prove 
that these merchants were denying them- 
selves profitable volume on their regular 
merchandise. The company: Doeskin 
Products Inc. The plan: to stage a De- 
cember drive starting with the Doeskin 
sales force and running through whole- 
salers to drug stores and other merchants. 
The object: to get these merchants, and 
in particular the druggists, to promote 
Doeskin facial tissues and other Doeskin 
items as they should be promoted in De- 
cember. The result: a substantial increase 
that pleased everybody, starting with the 
retailer and running back through the 
wholesaler to the manufacturer. 

It is an interesting speculation whether 
the neighborhood druggist doesn’t send a 
lot of business in a gift package over to 
his food super competition by the former’s 
over-emphasis on Christmas merchandis- 


. food 


ing. I rather think he does. 

In any event, I believe it would benefit 
a huge number of manufacturers of staple 
lines if they were to start laying plans 
pretty soon to get rank-and-file neighbor- 
hood merchants to merchandise more sen- 
sibly for the 1955 Christmas season. These 
merchants give too much space, for too 
long, to Christmas promotions, and it may 
very well be, also, that they tie up too 
much money in special Christmas inven- 
tory. (Incidentally, I might add that this 
isn’t true, for example, of the neighbor- 
hood units of many of the drug chains.) 


# It is entirely possible for these mer- 
chants to create a Christmas atmosphere 
immediately after Thanksgiving without 
moving out regular merchandise. And it 
is also possible for these merchants to do 
a fine Christmas business during that last 
week before Christmas without turning 
over the entire store to Christmas gifts. 
But this won’t come about automatic- 
ally. The idea will have to be sold—by 
manufacturers and wholesalers. 
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Southern Pacific Company, advertised through 
Foote, Cone & Belding, leads all other Western 


railroads in freight and passenger revenue 
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FOOTE, CONE & BELDING, ADVERTISING: NEW YORK, CHICAGO, HOUSTON, 
LOS ANGELES, SAN FRANCISCO, HOLLYWOOD; LONDON, ENGLAND 
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Advertising Age, January 31, 1955 


How One Agency Recruits and Trains Personnel 


By Robert E. Grove 
Executive Vice-President, Ketch- 
um, MacLeod & Grove Inc., Pitts- 

burgh 

Take a group of youngsters who want 
a career in advertising agency work. Se- 
lect some agency executives responsible 
for the development of trained manpower. 
Add to this the academic seasoning of a 
college professor. Mix well with a trained 
personnel director. And you have all the 
ingredients for a recruiting and training 
pudding in which you can stick your 
thumb and pull out a plum. 

This article is written for the benefit 
of those youngsters who want to get a job 
in an agency, and for the agency execu- 
tive who knows how difficult it is to get 
the right kind of talent for agencies. We 
do not feel we have found the perfect 
answer. We do believe we have made 
progress in the right direction. There are 
things in our program that any agency 
with a manpower problem can use to its 
advantage, regardless of the size of the 
agency. It may sound simple, as most 
things do that grow out of over 30 years’ 
experience. 

The most important thing in any agency 
is people. An agency could lose almost 
all of its accounts, and painfully survive. 
Let it lose the people who make it “tick,” 
and it is doomed. 


= We all know how much effort it takes 
to plan and create a sound, successful 
advertising campaign for a client. Ac- 
count executives, market research spe- 
cialists, art directors, copy chiefs, space 
and time buyers, radio and television 
showmen, typographers, mechanical pro- 
duction men, and numerous others spend 
days, and often nights, on a single cam- 
paign. Yet how many agencies list among 
their executives a trained personnel man? 
Compared to other fields of endeavor, ad- 
vertising is a relative newcomer. Agen- 
cies, like Topsy, have just grown without 
the trained guidance that comes with 
modern personnel methods. 

In Ketchum, MacLeod & Grove Inc., 
as the result of evolution, we have an 
organized personnel and training program. 
We find it pays dividends. We must con- 
fess that the evolution was accelerated by 
the return of World War II veterans from 
the far corners of the earth. Since the 
agency was organized by World War I 
vets, we naturally lent a sympathetic ear 
to that host of returning fighter pilots, 
bombardiers, machine gunners, assorted 
G.I.’s and sailors who felt that here was 
a business in which they could exercise 
their talents to their best advantage. 
When the senior agency brass found they 
were spending all their days interviewing 
applicants, and all their evenings getting 
their work done at home on the dining 
room table, the obvious solution was a 
trained personnel man. 


= Every agency has two major internal 
problems. First, how to get the kind of 
people you want in your agency. Second, 
to give them the kind of training that will 
best equip them for a successful career, 
and to better serve your clients. All this, 
mind you, at a cost that does not take 
too big a bite out of that 1% of total bill- 
ing that is the net profit of a good adver- 
tising agency. 

We solved the first angle by a series 
of contacts with the placement officers 
of the colleges and universities located 
within 150 miles of Pittsburgh. Once a 
year one or more of our executives make 
an advertising career talk to the graduat- 
ing class in each of these schools. We also 
encourage our staff members to make 
talks on advertising subjects before stu- 
dent groups. 

Three of the universities in our area 
have well-rounded advertising courses. 
Each year they bring the students in these 
classes to our agency to better understand 
the practical side of their academic 
courses. They spend several hours with 
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us; our personnel director takes them on 
a complete tour of the agency. One or 
more of our account executives make 
brief informal talks to them. 


® As a result of these activities, plus the 
normal flow of graduates from more dis- 
tant schools, we have enough applicants 
to be selective. Now comes the job of se- 
lecting those who, in our opinion, have 
the qualifications necessary for a success- 
ful agency career. In the first interview 
a prospective employe visits only our per- 
sonnel director and fills out a routine 
application (see illustration “A’’)—name, 
address, age, references, education, physi- 
cal characteristics, military status, out- 
side activities, and such business or com- 
mercial experience as he or she may have 
had. If the applicant looks promising, we 
ask for a letter (see illustration “B’’) 
telling us why the individual wants to 
work for us, and why he thinks he should 


Illustration B 


Your qualifications for advertising work, and why you want to make it your hfe work 


Your reasons for wanting to work for our frm 


Why you think we should employ vou 


~wPwewn = 


be employed by us. 

The contents of these letters are very 
revealing; they eliminate the eager bea- 
vers whose chief qualification is that they 
like to read the ads in the magazines, so 
they are sure they would like to write 
them. The applications are in envelope 
form designed to keep all data pertaining 


Illustration C 

yeeee Pe Se eco erooe eo o> PSS OSS SOMOS SS St Reser ameqeeoa™ = - Oo ep aSen9 
; CONFIDENTIAL (Please use attached envelope for sealed return) 

—— 
’ 
' 
1 1 rate (Check one in each column) 
] 
H — Excellent Good Fair Unsatisfactory 
1 
} Intelligence 
Accuracy FR 
: Energy _ 
' Manners 0 Sa SO 
' 
| Cooperation i, 
‘ 
' 


Personality 


Application to Job 


Eagerness to Learn 


+ Willingness to Assume Responsibility 


' 
i 
H Ability to Discharge Responsibility 
' 
' 


Ability to Get Along With Others 


Interest in Advertising Agency as a Career 


Likelihood to Succeed as an Account Executive 


the individual is better adapted 


If answers to last question are "Fair" or "Unsatisfactory" please indicate to what other Agency job 


; OTHER REMARKS OR SUGOESTIONS 


! Check if applicable: 


' See reverse side of this form for additional remarks IT 
' 


to the applicant in one place, and to facil- 
itate filing. 

Assuming that the individual has made 
a good impression, he is next interviewed 
by various people in the organization, 
some veteran agency people, some young- 
sters his own age, in whose judgment we 
have confidence. These individuals check 
the applicant for intelligence, accuracy, 
energy, manners, cooperation, personality, 
application to job, eagerness to learn, 
willingness to assume and discharge re- 
sponsibility, ability to get along with 
other people, interest in advertising agen- 
cy as a career, likelihood to succeed, and 
commercial sense. At the conclusion of 
each interview, an outline report covering 
this information is given to our personnel 
director (see check sheet, illustration 
a 


= If the applicant has survived so far, 
the personnel director takes him to the 
president or executive vice-president of 
the agency. We feel we have a very nice 
business family and we want to be sure 
the applicant is what might be called “our 
kind of people.” We also want to see how 
much commercial sense the applicant pos- 
sesses. We have always believed that a 
good art director is a business man who 


Illustration A 


EMPLOYMENT APPLICATION. 
CONFIDENTIAL FILE. 


Date 


KETCHUM, MacLEOD & GROVE, INC. 


411 SEVENTH AVENUE—PITTSBURGH, PA 


Nawe (in Fut 
Apress 
Tyre or Work Desinen 


0. OF HILDREN 
Marareo orn Derexoents 


{ Gove pate & NATURE OF + 
Hearn {MOST RECENT tLiwess = { 


Ace 


Tet. No 


EDUCATION 


Evenine on Connes. Scnoot 


List Sruvenr Activities, Ornen tan Srevtes, You Took Part 1x 


xoeo? Dio You Grapvate? 
Date: 


Positions Held During Last Ten Years. Show Full Disposition Of Time. 


Eurtover ano Appness 


*Note Becow Barer Desamirtion oF 


Please do not write below this line. See reverse side regarding additional information. 


MILITAXY STATUS: KM&G NOTES 


Previous Sorvice: 
(DOTOS: ) ceweeccecereees 
- 


CORR neem eee e nee eeeee 


*Posttton Mowry Satany Reasow ror Leavinc 
(Descrine Baio 


Rerenence 


Duties tn Eacn Postrion 


Sign 


Date 


can draw. 

All this may seem like going to ex- 
tremes. Its purpose is to help the applicant 
as much as the agency. We consider it a 
kindness to the individual if we can tell 
in advance, rather than after a couple of 
years, whether or not he belongs in our 
group. Some of the unhappiest people we 
ever met were ones who got into the 
wrong niche, and didn’t find it out until 
it was too late to move. 


= Once the individual has made the grade, 
then we want him to feel he is member 
of our team, with all the connotation of 
that word. First comes a book that tells 
all about the agency. It is like a college 
“freshman bible.” Its title is “KM&G and 
You.” It starts with a description of the 
functions of an advertising agency. This 
is followed by the history of our own 
agency. Next, a section on company poli- 
cies and services covering working hours, 
promotions, holidays, vacations, educa- 
tional opportunities, and pay during ill- 
ness. All forms of employe compensation, 
including social security, group insurance, 
bonuses, pensions, profit sharing and 
stock ownership, are set forth and ex- 
plained. Each of the 15 departments of the 
agency is then described, followed by of- 
fice procedures, and methods of inter-de- 
partmental communication. The new 
member of the family also receives his 
first copy of our own KM&G NEWS, 
written, edited, and mimeographed by our 
employes for their own interest and 
benefit. We also invite the individual to 
sign up for our group insurance plan— 
most of the premium for which is paid 
by the agency. 


= Now comes the big second step. What 
we do is to give the business freshman 
the benefit of the agency experience of 
our seniors so that some day he, too, may 
not only be qualified to carry the ball, so 
to_speak, but also will be happy in his 
work. Since we prefer, where possible, to 
grow from within, we start our young 
people at the bottom of the ladder, as ac- 
count assistants, and then promote them 
according to their ability and aptitudes. 

An account assistant, as the name im- 
plies, is an assistant to an account execu- 
tive. As such he has a front row seat 
to observe every phase of the business. 
He keeps records, runs the errands, fol- 
lows up on all the jobs for which the ac- 
count executive is responsible, and makes 
himself generally useful. Before he is 
ready for this job, we give him what may 
be termed his basic training. 

This consists of a couple of weeks as 
an observer with a good, seasoned ac- 
count assistant. This helps him to feel at 
home and to get better acquainted with 
our people. It gives him a chance to sit 
on the bench, and watch the “varsity” at 
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consecutive 


years of advertising 


leadership .... 


Only results to the adver- 
tiser support the kind of enduring 
leadership the Post-Dispateh has 


scored every year. 


A direct and effective 
sales approach to St. Louis, it offers 
the most thorough and the most eco- 
nomical coverage available of the big 


St. Louis market. 
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Sunday Total Circulation 
Sunday City Zone Circulation 
Daily Total Circulation 

Daily City Zone Circulation 
Home Readership 
Advertising (Total Paid) 


Automotive Display Advertising 


Classified Advertising 
Financial Display Advertising 
General Display Advertising 
Retail Display Advertising 
Rotogravure Advertising 
Automotive-Miscellaneous 
Advertising 

Bank and Trust Company 
Advertising 

Building Supplies and 
Contractors Advertising 
Church Advertising 

Cigar Advertising 
Cigarette Advertising 
Clothing Store Advertising, 
Men's 

Clothing Store Advertising, 
Women's 

Clothing Store Advertising, 
Men's and Women's 

Comic Advertising—Sunday 
Total Department Store 
Advertising 

Department Store Basement 
Advertising 

Department Store Upstairs 
Advertising 

Drug Store Advertising 
Electrical Appliances and 
Supplies Advertising 
Furniture and Household 
Advertising 

Garage and Service Station 
Advertising 

Gasoline and Oil Advertising 
General Grocery Advertising 
Grocery Store Advertising 
Heating and Plumbing 
Advertising 

Hotel and Resort Advertising 
(General) 

Hotel and Restaurant 
Advertising (Retail) 

Housing Equipment and 
Supplies Advertising 


Industrial Advertising (General) 


Jewelry Store Advertising 
Liquor Advertising (General) 
Liquor Store Advertising 
Miscellaneous Advertising 
(Retail) 

Musical Instrument Store 
Advertising 


New Passenger Car Advertising 


Publication Advertising 
(General) 

Radio Retail Advertising 
Radio Set Advertising 

(Incl. TV) General 

Retail Less Department Store 
Advertising 

Shoe Store Advertising 


Toilet Goods and Beauty Shop 


Advertising 

Toilet Requisite Advertising 
(General) 

Total Tobacco Advertising 
Transportation (General) 


the selling force behind St. Louis Business 


For the year 1954, Media Records, This Week, American Weekly and “Parade” not included. 
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work. Then he is rotated for about eight 
weeks through all the departments in the 
agency. Before he goes into any depart- 
ment a typewritten outline is given him 
of the things to look for in that depart- 
ment that will help him on his new job. 


= Now we feel the new account assistant 
is ready for the responsibilities that await. 
We don’t expect him to have all the an- 
swers, but he knows enough to know 
- when he should ask for help, and where 
to get it. He is not only learning, he is 
also helping to pay for his education. 

As soon as he gets oriented with his 
new boss, we feel he is ready for advance 
training. This is a course of 23 sessions 
conducted by our personnel director with 
the aid of account executives and depart- 
ment heads. These sessions are held one 
afternoon a week at 4:30 p.m. in our own 
offices. They adjourn for the day when 
the class wants to quit. 

The course was one of the first organ- 
ized under the Four A’s Work-and-Learn 
Plan. We developed it with the help of 
Dr. S. Watson Dunn, assistant professor 
of advertising at the University of Wis- 
consin. Dr. Dunn came to us during the 
summer months at the salary he would 
have received had he taught summer 
school. The agency had the advantage of 
his professional teaching techniques and 
academic background. He became familiar 
with the problems his students would 
face when they got a job, and what the 
agency is looking for in the graduates 
they employ. Both parties benefited. 

In this course, first comes a thorough 
education of the trainee in the history, 
objectives, and standards of our own 
agency. This is followed by presentation 
of all types of successful campaigns and 
promotions, both consumer and industrial. 
Every phase is covered in detail, step by 
step, from the first discussion of the sub- 
ject with the client, down to the last ad- 
vertisement or broadcast—and the re- 
sults. The class is shown the minutes of 
meetings, roughs, layouts, finished art, 
copy, proofs, and the ads as they appeared. 


a The week following the presentation of 
such a campaign, the trainees hold a dis- 


cussion session with the personnel direc- 
tor to iron out any misunderstandings, or 
correct errors. During the course each de- 
partment head describes the operation 
of his department, with actual examples 
of work done by that department for the 
agency. There are talks on copy by copy 
men, on art by art directors, media by 
media men, and so on through every de- 
partment. At the conclusion of the course 
the trainee is checked by the account ex- 
ecutives for whom he works, and by the 
personnel director, to see how much 
progress has been made. 

This last year the final session took a 
new form. The members of the class, on 
their own initiative, organized themselves 
into a miniature advertising agency. They 
selected from their number an account 
executive, an art director, a copy chief, 
media manager, radio and tv production 
man, mechanical production manager, 
market research director, and merchan- 
dising expert. Thus staffed, they went to 
work on launching a new product they 
dreamed up. 

When they had their product right, the 
market researched, the campaign planned, 
they invited their bosses to sit in as the 
client’s board of directors, on a full 
fledged agency presentation. In turn each 
trainee presented his particular phase of 
the operation with packaging, layouts, 
schedules, transcriptions, merchandising 
gimmicks, and last, but not least, budget. 
All of this, mind you, made by the train- 
ees themselves, not by the agency’s regu- 
lar staff. After as tough a battle as ever 
caused an account executive to lose sleep, 
the budget was approved, with a few 
minor changes. It was a practical demon- 
stration of what you can really do to start 
your young people on the right track. 

After two years’ experience with our 
plan, we believe: 

1. You save money, headaches, and 
heartaches by selecting your personnel 
with extreme care. 

2. There is no substitute for organized 
training. Ae 

3. The progress the individual is making 
should be checked constantly. 

4. It pays to bring up your trainees to 
play on the varsity team. 


Looking at Radio and Television ... 


The Gleason Story 


By The Eye and Ear Man 

Every once in a while an advertiser and 
his advertising agency do something that 
hurts every other advertiser in the long 
run. The culprit this time was the Buick 
division of the mighty General Motors 
Corp. The crime was the Jackie Gleason 
contract at a reputed $65,000 for the first 
run half-hour “Honeymooners” film and 
$37,500 for the reruns. 

Jackie Gleason is undoubtedly a pop- 
ular fellow. His antics in the hour version 
have dominated Saturday night for CBS- 
TV. His off-stage antics have amused 
New Yorkers who can read about them 
regularly in the front pages of the tab- 
loids or in gossip columns. 

The program that Buick bought is al- 
legedly “The Honeymooners,” a sketch 
featuring a rather querulous couple whose 
incompatibility reminds the seasoned 
viewer of the old Bickerson series. Long 
before the “Honeymooners” sketch, Glea- 
son rode high with his standup routines, 
Reggie Van Gleason, the Timid Soul, 
Rudy the Repairman, The Loudmouth, 
the Bartender, and variety acts that were 
solid timely entertainments. Many old 
timers sigh for the good old days when 
Gleason was a comic and not an actor in 
an over-long skit. Maybe the folks are 
watching and hoping the old Jackie will 
come back. 

And there’s another thing. Hour shows 
have a way of helping a comic’s circula- 

tion. Take Donald O’Connor and Jimmy 


Durante. As hour comics they did pretty 
well, but as half-hour jokesters, they do 
just average. With the possible exception 
of Jack Benny, Groucho, etc., few comics 
have been able to make the big, big 
league in a half hour form. Can Gleason? 
Normally, if a fellow wants to go out 
and do something as foolish as gambling 
away $3,000,000 on talent only, it’s his 
own business. Normally we might just 
look at the Gleason buyers and say, 
“Pretty stupid,” but this one hurts. A lot 
of talent contracts are up this year. And 
for the first time in the history of tele- 
vision so are all costs per thousand homes 
reached, as talent and time costs outsprint 
the leveling off ratings and circulation of 
television. The cue to the scientific ad- 
vertiser is to begin holding the line on all 
prices. So what does the Gleason pre- 
cedent, well publicized and early in the 
season, do to the television market? 
What do you think Jack Webb is going 
to ask for “Dragnet”? What will Jack 
Benny want for doing his series next 
year? And Milton Berle, with a new half 
hour on film? How much will Bob Hope 
charge for his hour? And Martin and 
Lewis? Will Godfrey and Marx be con- 
tent with their relative pittance in the 
face of this triumph? The threatened re- 
tirement of “I Love Lucy” can certainly 
be postponed by this kind of money. Let’s 
not blame Max Liebman and the spec- 
taculars for inflating talent prices. The 
crime is now our own responsibility. 


And now let’s see what we have: Most 
experts agree that increased station com- 
petition is causing ratings to go down. 
This means that the average minute Niel- 
sen rating on an hour Gleason show 
would be about 35, assuming—and this 
in television is an extravagant assump- 
tion—that he maintained his popularity 
and the quality of his program. By taking 
the 8:30 time period, Gleason runs the risk 
of lower inheritance and of NBC-TV’s 
getting stronger. ABC-TV, flush with the 
Disney experience, has learned how im- 
portant children are from 7:30 to 9 p.m. 
on Saturday nights, and may well pro- 
gram a strong series of kid shows causing 
a further split. The independents are 
leaning toward westerns and adventure 
shows in Saturday time periods and the 
competition gets tougher. 

Sets-in-use will probably average 
around 55% on an all year ’round basis 
in the 8:30 p.m. Saturday time. This 
means that, to maintain a 35, Gleason 
must get a 63% share of audience. Let’s 
give him the benefit of the doubt and say 
he does. Let’s also say that, by the end 
of 1955, there are 38,000,000 working tv 
sets in separate homes. This gives Glea- 
son about 13,000,000 homes. At a time, 
talent and commercial cost of about $115,- 
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000, that means a cost per thousand of 
just under $10. This is under optimum 
conditions and, as such, represents a bet- 
ter than average buy. However, should 
any calculation go awry and should Glea- 
son be unable to maintain this average, 
not only does Buick get a bad buy, but 
in the purchase they have shot the talent 
market for everybody else. 

The average film show now costs about 
$30,000 net. Repeats will average about 
$10,000. 

As realists, we must assume that the 
Gleason deal has altered all of these pric- 
es. Even if an advertiser has normal 
contractual protection against increases, 
it is doubtful that he will be able to re- 
sist the enormous pressures to revise ex- 
isting contracts. Moreover, the price 
changes that this deal projects will in- 
crease the move to the magazine concept 
with decreasing control over program and 
prices by the advertiser. 

Formerly $3,000,000 a year bought a 
52-week time and talent television pack- 
age with the owner having the option of 
controlling the show. The Buick deal looks 
like at least $5,000,000 for the same value. 
Let’s hope that cars do not rise relatively 
in price (and that Buick sells a lot of 
cars with its new vehicle). 


Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

This Dallas ad must have been created 
before Defense Secretary Wilson stuck his 
foot in his mouth with a few dogs. 

This ad is six columns wide, in two col- 
ors. The background around the dog is 
red, the underline for the heading is red, 
and the bank’s name is red. 

Copy here starts out: “You know the 
type. His trademark is this woebegone ex- 
pression. Constantly worries about his 
work, his son’s grades, whether it’s the 
right time to modernize their home, and 
how the living room will look with a pic- 
ture window. Not the least of his worries 
are financial. Pity someone doesn’t tell 
him that there’s no need to live in a state 
of chaos as he makes home improvements 
piecemeal. If he’d just ‘See a Mercantile 
Man’ he’d wear a smile. For whatever the 
need...debt consolidation, modern home 
appliances, a new car, or a new wing on 
the house. . .we’ll do your (sic) financing 
at low bank rates. Service is both fast and 
friendly. There’s not a ‘sour grape’ ex- 
pression in the house. So why don’t you 


Why didn't | see a 
Mercantile Man?... 


‘See a Mercantile Man’?” 

That’s the total copy. 

An ad so large, with a big bank illus- 
trated, seems to me to be aimed at big 
shots. Only when considerable copy is 
read is the desired prospect identified. It’s 
the little guy, with worries of relatively 
small magnitude! 

Whether even he likes to be likened to a 
hound dog is doubtful—as would be true 
of the Big Shot—ask Mr. Wilson. 


= Weak ads are only tangential to what 
they advertise. It is as though advertiser 
and ad creator passed each other going in 
different directions and touched hands as 
they passed. Out of this cold and unfused 
contact an ad is born. It does not feel like, 
seem like, look like, read like, the adver- 
tiser. It doesn’t characterize the adver- 
tiser. But it costs just as much to run such 
an ad as to run one that captures the 
character of the advertiser—and then dis- 
tills it into a few paragraphs of warm 
type. To create truly good ads, the ad 
creator must come to identify himself in- 
timately with the advertiser. Some ad 
creators can do this with great facility. I 
think tests would show such persons to be 
high in sympathy and objectivity. 

I know a Dallas capitalist who is inter- 
ested in a big bank. When he talks of the 
bank and its growth, he reveals a warm 
inner excitement and enthusiasm. A bank 
is primarily people and ideals. If they’re 
right, they attract the money. But if the 
money were there, it wouldn’t necessarily 
attract the right people. People are why 
some banks grow in assets and public re- 
gard much faster than others. 

Most bank advertising is dull and inept. 
I believe it is because the ad is not an ex- 
tension—a manifestation of—the bank on 
paper. The amoeba divides and becomes 
two simple cell organisms. A good ad is a 
part of an institution divided off from it— 
as though it were a living cell from the 
living organism it departed. If a bank has 
become great under the leadership of one 
dynamic character, backed by the enthu- 
siasm and loyalty of a progressive board, 
it is unfortunate if the bank’s advertising 
does not clearly reflect and characterize 
those people. I do not mean to apply that 
last sentence to the bank signed to the ad 
here, for I know no one there. But I have 
often observed that a bank’s advertising is 
more nearly a reflection of an adman who 
“happens” to be handling the advertising, 
than a reflection of the bank’s core per- 
sonnel who give the bank its momentum, 
its characteristics, and its “ids.” 
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Celanese Corp. Shifts 
Plastic Division Personnel 


Dr. W. P. Moeller, who has! 
been assistant manager of market | 
development department in the’! 
plastic division of Celanese Corp. 
of America, New York, has been 
promoted to manager of the de- 
partment, succeeding Dr. W. E. 
Holland, resigned. 

J. W. Flynn, previously direc- 
tor of sales for sheet and molding 
compounds, has moved into Dr. 
Moeller’s former post, and R. M. 
Leiter, formerly Mr. Flynn’s as- 
sistant, succeeds him. 
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This is FAIRFAX CONE, 
President, - 
Foote, Cone & Belding | 


HIS PROUD FATHER of a Vassar 
girl states authoritatively: 


“You don’t have to be an eco- 
nomics professor to raise a daugh- 
ter, but it helps. From crib to 
college, her growing needs kept 
my best-planned family budgets 
off balance.” ; 


We know what you mean, sir; 
we should; we ge? similar 
appraisals from PARENTS’ 
3,250,000 mothers and fathers. 
Our advertisers, of course, 

are delighted with the 
pyramiding spending necessary 
in families with children. 


Drug Store Sales Hit Record 


Retail drug store sales last year 
hit an alltime high, $4.25 billion, 
according to a jeint report issued 
by Drug Topics and Drug Trade 
News. The new figure represents 
a gain of 3.2% over sales for 1953. 
Both independents and chains 
scored gains, with independents . 
recording an increase of 3.5%,| FAMOUS FATHERS AGREE: Women are wonderful, 
oy chains racked up a 2.1% | ... but MOTHERS are better and bigger customers! 

ain. ee 2a.” 


. 


PIE ON THE AiR—F.. W. Birkenhauer, president, Wagner Baking Co., 
Newark, maker of Mrs. Wagner’s pies, signs a 52-week contract 
for sponsorship of the new children’s series, “Cisco Kid” on 
radio station WIP, Philadelphia. Looking on are Carle E. Rollins, 
account executive and secretary, J. M. Mathes Advertising Agency, 


and Ralf Brent, v.p. and director of sales, WIP. 


Newsprint Supply 
Tops Consumption, 
but Price Is Firm 


NEw YorK, Jan. 25—News- 
print production and consumption 
in 1954 set new records. 

Production in Canadian and U. 
S. mills in ’54 reached the unpre- 
cedented total of 7,168,308 tons, 
which was 5.3% more than the 
6,805,278 tons produced in ’53, and 
4.9% above the previous record of 
6,833,915 tons turned out in ’52. 
Output in Canada, Newsprint 
Service Bureau reports, attained 
the alltime high of 5,984,207 tons, 
up 4.6% above the former record 
of 5,721,296 tons set in ’53. U. S. 
mills produced 1,184,101 tons of 
newsprint in ’54—9.2% more than 
the 1,083,982 tons produced in ’53. 

Consumption of newsprint in 
54 by U. S. newspapers reporting 
to American Newspaper Publishers 
Assn. was 4,683,698 tons, an in- 
crease of 0.3% over the 4,668,602 
tons consumed in ’53 and 2.9% 


“About that 
art director 
you're going 
to hire... 


,;more than the 4,551,238 tons used 


‘in ’52. Other ’54 consumption of 
‘newsprint is estimated by ANPA 
_at 1,479,063 tons, making the year’s 
total estimated U. S. consumption 
6,162,761 tons, compared with 6,- 
142,897 tons in ’53 and 5,988,471 
tons in 752. 

North American manufacturers’ 
stocks Dec. 31 amounted to 131,194 
tons, compared with 119,270 tons 
at the end of December, ’53. 


# Stocks of newsprint on hand 
and in transit at the end of Decem- 
ber were 39 days’ supply for the 
average of all daily newspapers 
reporting to ANPA. There were 44 
days’ supply at the end of Decem- 
ber, 753. 

Market observers here are point- 
ing out that, despite the estimated 
record consumption here last year, 
production hit 7,168,308 tons, leav- 
ing a comfortable surplus of 1,005,- 
547 tons, a gain over 53 of 343,166 
tons. The price of newsprint here 
is firm at $126 a ton. 


Baker Joins Moynahan 


William R. Baker, formerly an 
account executive in the public 
relations department of Grant Ad- 
vertising, New York, has joined 
John Moynahan & Associates, New 
York, public relations counsel. Mr. 
Baker was for nine years manager 
of corporate press relations for 


HERE are three outstanding reasons you can count on 
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COVER 


Hammermill Cover to “get them inside’. 


- FIRST it has striking appearance. Hammermill Cover comes 


see page 62” 


in 11 attention-getting colors, plus a sparkling clear white. 
Colors were scientifically selected to complement inks. Ham- 
mermill Cover’s high bulk for weight results in a rich, sub- 
stantial feel. And you have a selection of four pleasing finishes: 
Antique, Ripple, Brushmark and Morocco. 


General Foods Corp. 


THEN THERE’S its superior printability. Hammermill Cover’s 
uniformly resilient printing surface takes letterpress or offset 
printing well in all finishes. And it prints rapidly, improves 
the appearance of line cuts, solids, ornaments, type. Antique 
and Ripple finishes are exceptionally like-sided for “work and 
turn” printing. 


FINALLY, there’s Hammermill Cover’s rugged durability. 
Made from strong, blended fibers, its sturdy construction 
shrugs off tough use. Yet, it’s pliable, takes folding and 
creasing easily, without cracking. 


a.) PHILCG 


advertisers look 


| | | to LANDAU for LANDAU) 


You can obtain business printing on Hammermill papers 
wherever you see the Guild shield on a printer's window. See 
your ‘printer soon. Meanwhile, let us send you the Kit of 
Cover Designs, with ideas for your future printing jobs. Write 
on your business letterhead to Hammermill Paper Company, 
1459 East Lake Road, Erie 6, Pennsyloania, 


or 
PRINTERS 


OUTDOOR ADVERTISING COMPANY 


BY THE MAKERS OF HAMMERMILL BOND 
3627 N. Smedley St., BA 9-5500, Phila. 40, Pa. 


“ISURPASSED FOR: CATALOGS + BOOKLETS » MENUS - PRICE LISTS + FOLDERS - BROADSIDES - MANUALS 
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PORTABLE ALBUM—This new pocket 
photo album of simulated leather 
will be offered by Sylvania Elec- 
tric Products as a special free offer 
in the six weeks beginning March 
1. Purchase of two packs of Press 
25 flashbulbs brings the consumer 
a free album. 


TV Film Re-Runs 
Almost as Popular 


as Originals: Nielsen 


NEw York, Jan. 26—A. C. Niel- 
sen Co. has come up with a report 
which will be of no comfort tc 
those who fear that television is in 
danger of succumbing to re-runitis. 

A study of film re-runs used 
during the winter and summer oi 
the 1953-54 season showed that 
these telecasts did almost as well 
from the standpoint of share of au- 
dience and length of viewing as 
the original telecasts. 

Twenty-four different programs, 
kinescopes and films, were ana- 
lyzed; altogether 254 repeats were 
covered. This figure is in itself a 
good indication of how entrenched 
the re-run technique has become— 
a far cry from the days when the 
NBC Film Division was crusading 
to make re-runs respectable. It also 
may be startling to some to note 
that 53 of the repeats were during 
the winter season, that is, between 
Sept. 15 and June 15. 


s Nielsen found that the average 
rating of the 254 repeat telecasts 
was 29% lower than the original 
telecasts. However, judged by two 
other criteria, which the researcher 
considers more pertinent in this 
case, the re-runs stood up very 
well. 

As the Nielsen study points out: 
“Since the potential audience is 
considerably lower during the re- 
run times, a more accurate ap- 
praisal involves share of audience 
and average minutes viewed. The 
re-run shares on the average are 
only 9% lower than the original 
telecasts, while the average min- 
utes of viewing are 6% lower than 
the original. 

“As this indicates, there is no 
appreciable difference shown by 
the telecasts used in this study be- 
tween original and re-run telecasts. 
Differences in audience levels are 
attributable mainly to the lower 
» sets-in-use at the time of the re- 
peat telecast.” 


# In rating, share and minutes of 
viewing, the most popular shows 
lost more percentagewise than 
those on the lower levels. Nielsen’s 
explanation: “The large loss in 


11%, summer off 8%; winter re- 
runs were down 5% in average 
minutes of viewing and summer 
ones down 7%.” 

Shows covered in this analysis 
included “Big Town,” “Firestone 
Theater,” “This Is Your Life,” “Zoo 
Parade,” “Dragnet,” “GE Theater,” 
“Four-Star Playhouse,” “Topper,” 
“Make Room for Daddy,” “Here’s 
Raymond,” “My Little Margie,” 
“Private Secretary,” “Burns & Al- 
len,” “I Married Joan,” “Cavalcade 


of America,” Groucho Marx, “Let- 
ter to Loretta,” “Ford Theater,” 
“Our Miss Brooks,” “Ozzie & Har- 
riet,” “Ethel & Albert,” “Life of 
Riley,” “Mr. Peepers” and the “Stu 
Erwin Show.” 


McGuire Forms Rep Company 

John L. McGuire has resigned 
from the sales staff of KOA-TV, 
Denver, to establish his own radio 
and television station representa- 
tive company in the Denver Na- 


= SBS é 


tional Bank Bldg. He will repre- 
sent KCSJ-TV, Pueblo; KRDO-TV, 
Colorado Springs; KFXJ-TV, 
Grand Junction, and KFBC-TV, 
Cheyenne, and the following ra- 
dio stations: KFXJ, Grand Junc- 
tion; KGLN, Glenwood Springs; 
KIUP, Durango, and KFBC, Chey- 
enne. 


KONA Names Wethington 
James A. Wethington, formerly 
exec. v.p. of William G. Rambeau 
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Co., has been named sales man- 
ager of KONA, Honolulu tv sta- 
tion. 


Edwards Ltd. to Heggie 

Edwards of Canada Ltd., Owen 
Sound, manufacturer of electric 
signaling devices, has appointed 
Heggie Advertising Co., Toronto, 
to handle its advertising. Shelter 
magazines will be used in a cam- 
paign for a new home fire alarm 
system. 


. 
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audience levels by the high rated 
shows are in time slots which are 
more affected by seasonal fluctu- 


ations than the low rated shows.” | 


Winter re-runs did considerably 
better than summer ones on a rat- 
ing basis “as would be expected. 
Winter re-runs were 20% lower 


than the originals while summer | 
re-ruhs were 34% lower than the 
Comparing share and 
length of viewing, there was no | 


originals. 


marked difference between the 


two. Winter re-run shares were off, 


WB2Z+WBZA~_ Boston, Springfield —51,000 Watts 
KY W— Philadelphia—50,000 Watts 

KDKA~— Pittsburgh—50,000 Watts 
WOW O-~- Fort Wayne—50,000 Watts 

KE X— Portland—50,000 Watts 

WBZ-T V—Boston—Channel 4 

WPTZ (TV)-— Philadelphia—Channel 3 
KDKA-T V—Pittsburgh—Channel 2 

KPIX (TV)—San Francisco—Channel 5 


KPIX represented by THE Katz AGENCY, INC. 


All other WBC stations represented by FREE & PETERs, INc. 


WBC means sales .. . WBC means audience... WBC means audi- 
ence-action. Because WBC stations have the power and the people who 
know how to use that power to make listeners react. For rates and 
availabilities, contact Eldon Campbell, WBC National Sales Manager, 
PLaza 1-2700, New York. 


WESTINGHOUSE BROADCASTING CO., INC. 
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Haddix Joins Tracy Moore 

Tracy Moore & Associates, West 
Coast radio representative, has ap- 
pointed Charles E. Haddix man- 
ager of its northern California of- 
fice in San Francisco, succeeding 
Roy Soderlind, who has resigned. 
Mr. Haddix, formerly San Fran- 
cisco sales manager of KLX, Oak- 
land, will continue to represent 
the station locally, and nationally 
through Tracy Moore, the station’s 
West Coast representative. 


Spending Money Is Often Best Way to Pare 
Costs of Film Making, Producer Asserts 


CuHicaco, Jan. 25-—Spending 
more than a minimum amount of 
money is often the best way to 
cut costs of tv films, according to 
William Hart, production director 
of National Video Productions, 
Washington. 

Describing his cost-cutting sys- 
tem in the February issue of Ad- 


vertising Requirements, Mr. Hart 
points out that the secret of ef- 
fecting economies lies in a thor- 
ough knowledge of the costs of 
making motion pictures. Taking a 
theoretical, but typical, example, 
he lists costs of a day’s shooting at 
$894. 

All items making up the total 


are time charges, he says, so if 
the film producer is able to com- 
plete ten minutes of finished pic- 
ture in one day, studio costs for 
that footage are $89.40 a minute. 
But if he is able to shoot 25 min- 
utes of finished work, the studio 
cost drops to $35.76—about one- 
third. 


s Anything that will reduce big 
production charges will result in 
savings, Mr. Hart asserts. For ex- 


ample, in his own operations he 
likes to have setting up and light- 
‘ing done the day before shooting. 
Time saved when the whole staff 
reports the next morning more 
than cancels the extra costs of 
|studio rent and labor involved in 
{early preparation. 

The reasoning applies to other 
,expenses, Mr. Hart says: An assist- 
ant cameraman justifies his salary 
if he saves 15 minutes in a day’s 
shooting. A director may or may 
not be necessary, depending upon 
the type of film. But a good direc- 
tor can save as much as 75% of 
lab charges by noting which takes 
will be used and having work 
prints made only of that film. 

The greatest threat to the budget 
of a film is the use of inexperi- 
enced personnel, according to Mr. 
Hart. The hourly pay rates may 
be lower, but waiting time will 
soon eliminate any saving and will 
raise costs during the remainder of 
the production schedule. 


= He lists these specific sugges- 
tions as aids in keeping costs in 
line: 


e Start with the script: If the story 
must have a public rally, don’t 
write in a scene where the speaker 
leaves the platform and is sur- 
rounded by extras. 


e Watch location shots: If out-of- 
doors scenes are required, try 
shooting it silent if possible and 
dub dialogue later. Watching cam- 
era angles makes this easier. 


e If in doubt, reshoot: Film is the 
cheapest item in the budget. It’s 
better to reshoot a scene when in 
doubt than to recall the crew three 
days later. 


e Get enough large film maga- 
zines: It costs just as much to have 
the whole crew wait while cam- 
eras are reloaded as it does to have 
the crew working. 


e Use edge-numbered film stock: 
It doesn’t cost any more and will 
save time in editing. 


e Don’t skimp on equipment: Pro- 
fessional results require profes- 
sional equipment and the increased 
cost is repaid by decreased time 
needed for the job. 


e Leave something in the budget: 
Contingencies will arise, so expect 
the unexpected and be ready for it. 


Blaine-Thompson Still 
Handles Movado Watches 

In announcing the closing of 
Badger & Browning & Hersey, New 
York affiliate of Badger & Brown- 
ing & Parcher, Boston, last week, 
AA inadvertently indicated that 
Movado Watch Agency was a cli- 
ent of the New York operation. 
Actually, the Movado account now 
is handled by Blaine-Thompson 
Co., New York. 


Colby Lewis Joins WTTW 
Colby Lewis, formerly director 
of production of WGBH (fm) and 
WGBH-TV, Boston, has been 
named production manager of 
WTTW, forthcoming educational 
television station in Chicago. 


WGTH-TV Appoints Kupper 
Arnold Kupper Advertising, 
Hartford, Conn., has been ap- 
pointed to handle promotion for 
-WGTH and WGTH-TV, Hartford. 


HAMILTON WRIGHT 
ORGANIZATION, INC. 
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Iowans Swinging Toward Prepared, 
Instant Foods, ‘Register’ Study Finds 


Des MOoINgEs, Jan. 25—Iowans are 
spending more food money on 
products that are easier to handle 
or prepare, such as frozen foods, 
instant coffees and baking mixes. 

The same tendency shows up 
with other-type products also. For 
example, use of brush and brush- 


less shaving lathers has dropped 


appreciably in the last few years, 
while use of shaving cream in 
pressurized cans has more than 
doubled. 

These trends are revealed in the 
fourth brand inventory of the Des 
Moines Sunday Register. 

The study is based on 15.000 re- 
sponses from the newspaper’s sub- 
secribers in a survey :nade last 
July. According to the newspaper, 
the Sunday Register reaches six 
out of every ten Iowa families. 


# Instant coffees have enjoyed in- 
creasing popularity since the Re- 
gister started its brand inventory 
in 1950. At that time, 21.2% of the 
families responding used the in- 
stants. The following year this 
went up to 22.6% and in 1953 it 
was 32.8%. The latest study shows 
53.6% of the families were using 
instant coffee in 1954. Packaged- 
coffee use has dropped from 96.6% 
in 1953 to 93% in 1954. 

Most popular brand of instant 
coffee at the time of the survey 
was Maxwell House (30.7%). This 
brand has rapidly climbed in popu- 
larity since 1950, and in 1954 man- 
aged to force out Nescafe, No. 1 
brand in the last three studies. 
Meanwhile, Nescafe dropped to 
third place (18.1%), with Folgers, 
a brand which has not appeared in 
the previous surveys, moving into 
the No. 2 slot with 25.4% distribu- 
tion among the responding fami- 
lies. 


# Butter-Nut is the most popular 
of the packaged coffees, according 
to the study. This year 44.9% of 
the surveyed families listed it. 
Butter-Nut has steadily increased 
its acceptance among the Iowa 
families since 1950. In the process, 
it forced Folgers, No. 1 brand until 
last year, into second place with 
39.3%. Folgers has lost preference, 
as Butter-Nut has gained it in the 
past surveys. 

Maxwell House, which has tak- 
en the lead among instants, places 
fifth among packaged brands, with 
only 1.9% of the surveyed families 
using it. In fact, Maxwell House 
has lost some ground; in 1950, 
2.1% of the families listed it. 

Use of shaving cream in pres- 
surized cans has leaped from 11.9% 
in 1953 to 27.4% in 1954. Three 
brands were listed in the survey 
last year, when this category was 
first included in the survey. They 
were Aero Shave, Palmolive Rapid 
Shave and Rise, and they remain 
the three top brands this time, in 
the order listed, despite the fact 
that nine more brands make their 
appearance in the 1954 study. Aero 
Shave is by far the most popular, 
with acceptance by more than half 
of the users (57.5%). 


# Both brushless and lather shav- 
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ing creams have lost ground in the 
last four years of the survey. 
Brushless was listed by 37.1% of 
the families in ’50; by 35.1% in ’51; 
32.6% in °53, and 26.8% in ’54. 
Lather shaving cream was used by 
47.3% of the respondents in ’50; 


43% in ’51; 35.8% in ’53, and 30.4% 
in the latest survey. 

Frozen juices have made big 
gains in popularity among Iowa 
families, and there is some indica- 
tion in this survey that canned 
juices have suffered in conse- 
quence. Frozen lemonade, first 
listed in 1951 with 9.8% of the 
families using it, is now used by 
24.2% , of the families. Frozen 
orange juice, with 13.5% distribu- 
tion in 1950, was used by 36.6% of 
the families surveyed last summer. 


Canned orange juice, used by 
38.2% of the respondents in 1951, 
dropped to 26.7% in popularity in 
the latest study, and canned toma- 
to juice dropped from 53.7% use in 
50 to 39.3% this time. Snow Crop 
was the most popular brand in 
both frozen lemonade and frozen 
orange juice. 


= Fresh frozen fruits and vege- 
tables have both shared in the 
gains arising from greater use of 
frozen products. The frozen fruit, 
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which had 16.7% of the families’ 
votes in ’51, is now listed by 25.4%. 
Frozen vegetables, kept on hand by 
22.3% of Iowa families in 1950, are 
now used by 35.5%. Snow Crop 
was the most popular frozen fruit 
brand, with Birdseye second. In 
frozen vegetables this ranking is 
reversed. 

Several frozen food products are 
listed for the first time this year. 
Frozen beef pies are used by 4.2% 
of the families, frozen chicken pies 
by 8.6%, frozen tuna pies by 0.9%. 
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Advertising Age, January 31, 1955 


Cake mix, another time-saving 
product, has shown steady gains 
in usage since 1950. Hot roll mix 
and pancake and waffle mix, how- 
ever, have declined in use. 


® Use of cake mixes has gone from 
62.9% in 1950 to 77.1% in this 
most recent survey. Most popular 
brand is Duncan Hines, which was 
named by 41.4% of those using 
cake mixes. Duncan Hines has held 
the lead spot since it first appeared 
in the survey in 1951. Second most 


popular brand of cake mix in 1954 
was Pillsbury (34%) and third 
was Betty Crocker (24.9%). 

Hot roll mix, which was being 
used by 41.1% of the families re- 
sponding in 1950, was listed by 
only 31.3% of the families in the 
survey in 1954. Even so, this rep- 
resents a slight gain over the 1953 
survey, when it was found among 
29.7% of the respondents. 

Most popular hot roll mix in the 
latest survey as well as in the three 
prior to this one was Pillsbury 


(70%). Second was Bisquick, with 
12%. 

Pancake and waffle mixes also 
declined in popularity over a peri- 
od of four years. Listed by 76% 
of the families in 1950 and 73.9% 
in 1951, they went back up to 
76.1% in 1953 only to drop to 
70.2% in the 1954 study. 

Most popular brands were Auni 
Jemima (36.3%); Pillsbury 
(19.2%); Duncan Hines (18.9%), 
and Bisquick (11%). 

The survey lists brand prefer- 


ences for 64 grocery items, includ- | 
ing soaps and household items and 
tobacco; 19 drugs and _ toiletries | 
items; 23 home appliances and | 
other equipment items, plus own- | 
ership and brands for the automo- | 
tive and farm fields and some mis- 


-cellaneous items, such as outboard | 
‘motors, foundation garments and 


watches. 


s The survey was conducted as 
part of a contest in which comple- 
tion of the questionnaire was a 


THE BIG PLAYBACK... 


TV’s most exciting all-sports show! 


Available first run—in many markets. 


Sponsored by The Ethyl Corporation (through 
B.B.D.&0.) in 55 cities for the past two years, this 
quarter-hour TV film series is immediately available 
in all markets at a price that can’t be beat. This is the 
show that cost this important advertiser less than 90¢ 


per thousand viewers. 


e It’s the highest rated quarter-hour sports show 
in more than twenty major cities...racking up a 
38 in Tulsa, 24 in Indianapolis, another 24 in 


Omaha, and real sock ratings all across the country. 


e@ Each show features celebrities such as Joe Louis, 
The Four Horsemen of Notre Dame, Eddie Arcaro, 
Jackie Robinson, Sammy Snead, Doe Blanchard, 
Florence Chadwick—and hundreds of others, 


eJimmy Powers, famed sports writer, and Bill Stern, 
noted sports commentator, give you 52 all-request 
programs...the greatest moments in sports. Write, 
wire or telephone us at once for the status of THE 
BIG PLAYBACK in your area. 


TELEVISION SUBSIDIARY OF COLUMBIA PICTURES CORPORATION, 233 WEST 49th STREET, NEW YORK 19, N.Y. * CIRCLE 5-5044 


The only company providing advertisers with Hollywood and New York custom 
produced national shows, syndicated programming, and commercials—all on film. 


BEASON BLDG.. PHONE 3-3903 SAN FRANCISCO, 995 MARKET ST., DO 2-1060 ATLANTA, 3130 MAPLE DRIVE, N. E., EX 6100 CHICAGO, 230 N. MICHIGAN, FR 2-3696 


ROBERT C. CHAPIN, 


secretary of 
Arndt, Preston, Chapin, Lamb & 


Keen, Philadelphia, has been 
named account supervisor of a 
group of agency accounts in the 
merchandising field. Bertram A. 
Tunnell and Emmett B. Faison, as- 
sistant account managers of the 
agency, have been advanced to ac- 
count managers. 


prerequisite. Of 15,473 Iowa en- 
tries, 8,400 were used to provide 
the data for this report, with sam- 
ples selected proportionately for 
city-town and farm entries. 

The survey was supervised by 
Henry J. Kroeger, director of re- 
search, Des Moines Register & 
Tribune. Copies are available on 
request to Charles J. Feldmann, 
advertising director of the Register 
& Tribune. 


PRSA Chapter Elects 


C. Armitage Harper has been 
elected president of the Mid- 
South chapter of the Public Re- 
lations Society of America. Mr. 
Harper is v.p. and public relations 
director of the Democrat Printing 
& Lithographing Co., Little Rock, 
Ark. Other new officers are Wil- 
lard Hawkins, Portland Cement 
Assn., Nashville, v.p.; Mrs. Vir- 
gene Robinson, National Cotton 
Council, Memphis, secretary, and 
George H. Benjamin, Arkansas 
Automobile Dealers Assn., Little 
Rock, treasurer. 


Vitro Corp. to Molesworth 
Molesworth Associates, New 
York agency specializing in atomic 
energy, has been appointed by 
Vitro Corp. of America, New York, 
to handle public relations and ad- 
vertising. 
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GET THE FACTS ABOUT THE 
WORLD'S BIGGEST MARKET! 


> Read about the keys that open 
82,968 doors in the multi-bil- 
lion dollar construction market. 
Get the free, new ACP booklet, 
“The Key... .”, by writing: 

Gordon L. Anderson, Sec’ y. 
ASSOCIATED CONSTRUCTION 
PUBLICATIONS 
1022 Lumber Exchange Bidg., Minneapolis 1, Minnesota 


ASSOCIATED CONSTRUCTION PUBLICATIONS 


CONSTRUCTION MID-WEST CONTRACTOR 
Roanoke, Virginia Kansas City, Missouri 
CONSTRUCTION BULLETIN MISSISSIPPI VALLEY 
i is, Mi CONTRACTOR 
Minneapolis, Minnesota St. Loss, i 
CONSTRUCTION DIGEST 
, , WEW ENGLAND CONSTRUCTION 
ladianapetis, talons Boston, Massachusetts 
CONSTRUCTIONEER Y 1 
South Orange, New Jersey SS ee 
coMsTRUCTION NEWS Denver, Colorado 
SOUTHWEST BUILDER 
Little Rock, Arkansas & CONTRACTOR 
Lo& Angeles, California 
DIXIE CONTRACTOR 
Atianta, Georgia TEXAS CONTRACTOR 
on Dallas, Texas 
MICHIGAN CONTRACTOR 
& BUILDER WESTERN BUILDER 
Detroit, Michigan Milwaukee, Wisconsin 
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e 
s FIRST PLACE AWARD—The Independent Journal, San Rafael, Cal., was 
Eckstein Greco Robertson Brown Waldrop Wallace Tate awarded $100 and a plaque by the National Assn. of Home Builders 

RAILWAY ADMEN ELECT-—At the national convention of fic, Pullman Co. Other newly elected officers looking for “the best special auhaain ay. Goi section devoted to National Home 
- = — ‘ j ie P 2 Week (Sept. 19-26) in 1954.” Accepting the award from R. G. 

the Assn. of Railroad Advertising Managers, Leo A. omnare: A. E. Eckstein, Illinois Central Railroad; A. ‘ : 
° Brown, ad and p.r. director, Wabash Railroad, and W. Robertson, Missouri Pacific; E. F. Waldrop, Sea- Hughes, 1954 president of NAHB, — Wishard Brown, business 
, past president, presents the gavel toa newly elected board Air Line; D. B. Wallace, Canadian Pacific, manager, end Jack weeee, aevertiny manager. She award was 
. president, Alfred E. Greco, assistant to v.p. of traf- and H. G. Tate Jr., Missouri-Kansas-Texas Lines. ee ar re Semone! CONUERNER: FS AEEe eee wee. 
y 
n 
', 
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7 UbE@ AS YOU WOULD HAVE OTHERS DRWE = 
- CAREFULLY, COURTEOUSLY, SAFELY. 

‘ Auto-Owners ncomece 
5 
3 


DIDN’T GET THE WORD—Maybe the driver who jack- to be some question about his literacy. The poster 
knifed his rig on this Michigan roadside had seen is part of an outdoor safety campaign by Auto 
the poster at right and was just the victim of some- Owners Insurance Co. The photo was made by a 
body else’s driving; otherwise there would appear photographer for the Ionia County News. 


SEs 


Wilson Stewart Nunn Leonard 


‘EXCEPTIONAL SERVICE’—National Safety Council presented awards to 

the Advertising Council and its former volunteer coordinator and 

task force agency as plans were made for the 1955 “Stop Accidents” 

campaign. Shown here are Allan M. Wilson, acting president of the 

Ad Council; Wesley I. Nunn, ad manager, Standard Oil Co. of Indi- 

ana; Scott W. Leonard, v.p., Young & Rubicam, and George 
C. Stewart, National Safety Council general manager. 


AIRBORNE PROMOTION—When Gener- 
al Mills loosed 75 “flour sack” bal- 
loons in Minneapolis to mark the 
75th anniversary of Gold Medal 
flour, Sam Gale, left, v.p. in charge MILD, SHARP, MEDIUM—Those are the legends on the cards held by these 


of advertising, was on hand to help three members of the Armour & Co. sales organization—all holders 
with the launching. At right is of the title, Miss Wisconsin. Their sales roles consist of personal 
Walter R. Barry, v.p. and adminis- store appearances on behalf of Armour prepackaged natural cheese. 
trator of the grocery products di- Marvene Fischer was Miss Wisconsin in 1948, Judith Jacobson in 
vision. 1953 and Dixie Ann Sarchet the current titleholder. 


FASHION NOTE—The fabric design is the same on this new Serta Tape conte woes ee ove Welton 


Associates mattress covering and model Marian Burke. The uphol- GAVEL DAY—Gavels were presented to the five past of the Cleveland group. The past presidents are C. 
stery, however, is obviously different. The similarity was used in a presidents of the t.f. Club of Cleveland ata Jan.10_ F. Tope, F. J. Enright, H. G. Roland, J. E. McArthur 
recent fashion show staged to introduce Serta’s new line. lunch in their honor. J. K. Walton now is president and R. C. Burns. 
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Guidance for an advertising man 
about to inherit a problem... 


HOW BUSINESS RANKS NATIONAL MAGAZINES 


Total Investment by 


Ranking Magazine Advertisers 
(Jan.-Dec., 1954) 

1st LIFE $114,035,747 
Qnd Saturday Evening Post 77,940,710 
gra Time 35,143,779 
4th Look 26,675,479 
5th Better Homes & Gardens 23,741,055 
6th Ladies’ Home Journal 20,524,396 
t hs Collier’s 16,480,775 
8th Newsweek 15,639,273 
Oth Good Housekeeping 14,689,435 

10 Business Week 14,559,481 


Source— Publishers’ Information Bureau (gross figures). 


The next ten magazines rank as follows .. . 11th: McCall’s, $13,512,799— 12th: Family Circle, $12,223,603 
—13th: U.S. News-World Report, $10,633,053— 14th: New Yorker, $10,597,692— 15th: Woman’s Home 
Companion, $10,150,913— 16th: Farm Journal, $9,760,683— 17th: Woman's Day, $9,413,843— 18th: 
American Home, $9,284,226— 19th: Country Gentleman, $7,112,883—2O0th: Vogue, $6,744,428. 


9 Rockefeller Plaza, New York 20, N. Y. 
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“For 34 years now I’ve been eased out 
of a lot of offices of AE’s, SM’s, media 
directors, space buyers, brokers and 
distributors with that old line—'if you 
only had a 50,000 city market’... Well, 
everything comes to him who waits. It’s 
taken a long time, but we finally made 
the big hill . . . so have a look at this 
beautiful new figure and start throwing 
those schedules over my transom.” 


BLOOMINGTON- 
NORMAL 


ILLINOIS y& CITY ZONE 


NOW 


91,025 


® Biggest population gains in 
history 


© 600 new homes (Av. 
$15,000) in 10 subdivisions 


® Over 100 industrial plants 
going full tilt 


Illinois’ Fifth Largest 
Newspaper Retail Market 
152 million subscriber purchases 


In addition to 99% carrier- 
delivered coverage of the im- 
portant Bloomington-Normal 
city zone, The Pantagraph has 
a big plus market of 77,744, 
representing 24,294 subscriber 
families in 85 communities— 
97% home delivered. Any 
wonder it’s a potential Stand- 
ard Metropolitan County 
Area. 

Get the new picture of the 
importance of the richest in- 
dustrial-farm area in the Mid- 
West. Get all the facts from 
Gilman, Nicoll & Ruthman, 
national advertising repre- 
sentatives, or write Perry La- 
Bounty, National Advertising 
Manager. 


*Bloomington Planning 
; Commission 
1954 estimate 


THe DAILY PANTAGRAPH 


BLOOMINGTON - NORMAL, ILLINOIS 
e 
127 mi. SW of Chicago —— 157 mi. NE of St. Louis 
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.. She would weer a 
BReautee-Fit bra! 


Lady Gadies beew haw to tern 
heats, You won't send kveetength 
ireesrs 


Ciropatra Bnew the seovets of 
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i 2 Reantee-Fil History 
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THEY WERE THERE—Beautee-Fit capitalizes on imaginary estimates of 
women who would have worn the company’s bra if they had had a 
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Se wePC er 
stewardess today... 
sshe would wear 


a Beautee-Fit 


6 bra! 


operator today... 
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chance. Campaign opens with the Cleopatra ad. It is being handled 
by Harvey Waldman & Associates, Los Angeles. 


Lady Godiva, Other 
Historic ‘Figures,’ 


Feature Bra Drive 


Los ANGELES, Jan. 26—Imagi- 
nary testimonials from such nota- 
bles as Lady Godiva, Cleopatra, 
Salome, Juliet and Helen of Troy 
highlight a sprightly advertising 
campaign in Charm for Beautee- 
Fit Co.’s bras. The schedule starts 
with the March issue. 

The campaign, programmed by 
Harvey Waldman & Associates, 
Los Angeles, is the result of a two- 
level trade-consumer survey the 
agency made in four markets— 
New York, Chicago, Cincinnati and 
Los Angeles. 


In addition to the Charm series, 
the ads also will be used in trade 
publications, and the campaign 
also will include use of three- 
dimensional display cards, en- 
largements of the ads, and mailers 
to be used by retailers as charge 
account enclosures. 

Western Costume researched, 
designed and made costumes and 
wigs used in the ad illustrations 
by Evelyn Frey, well-known mod- 
el. The entire series, including 
“authentic duplication of Cleopat- 
ra’s eyebrows” by Max Factor, 
was designed by Saul Bass. 


= The Waldman survey disclosed 
four distinct features considered 
important on the consumer level: 
good fit, uplift, support and com- 
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MR. VINCENT J. COLLINS 
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became a partner in the organization 


fort. Cotton broadcloth and nylon 
led the list of fabric preferences. 

About 75% of the informants 
indicated they were influenced by 
sales persons in their selection of 
a bra. Few women buy bras on) 
impulse, although 25% answered 
they were influenced by adver- 
tising and named the brands whose 
ads sold them. 


a The “history-making” ad copy, 
keyed to the survey results, fea- 
tures fit, uplift, support and com- 
fort as reasons why—for example 
—Cleopatra would wear a Beau- 
tee Fit bra if she were around 
today. 

Because of the important role 
saleswomen play in bra merchan- 
dising, selling the salespeople is 
another step in the campaign for 
Beautee-Fit’s Ronde and Intri- 
quette models, “limelighted as 
basic to the high, rounded bosom 
in the 1955 silhouette.” 


For the trade, promotional 
pieces were done in pink-and- 


black, announcing the campaign. 
For further integration, trade copy 
is picked up from the consumer 
formats. 


Number of TV Sets Increases 


NBC’s latest estimate on tv sets 
installed in the U. S. puts the 
figure at 32,996,000 as of Dec. 1, 
1954. This is an increase of 6,000,- 
000 over the preceding year. 


KANG-TV Joins CBS-TV 

KANG-TV, Waco, Tex., has af- 
filiated with CBS Television. The 
station operates on u.h.f. channel 
34. 
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‘K. C. Star’ Took 
Ads as a ‘Favor,’ 
Adman Testifies 


(Continued from Page 1) 
was shown a contract between the 
store and the Journal-Post by Mr. 
Enggas. 

“It’s not what we paid,” said 


Mr. Troy. “We paid 3% of the net 
sales.” 


= O. R. Reynolds, Springfield, Mo.,| 


advertising manager for Peck’s 
from 1940 to 1947, followed Mr. 
Troy on the witness stand. He said 
he discussed with Fred Kenower, 
a Star advertising solicitor, the 
position of the firm’s ads in the 
newspaper. 

Mr. Reynolds said Mr. Kenower 
told him: “Look, Reynolds, you 
were out of our paper for four 
years. You’re only back in now 
through a favor by us.” 

“When I requested additional 
space,” said Mr. Reynolds, “I was 
reminded we were only in the 
Star with their special permission.” 

Cross examination of Charles 
Walden, advertising manager for 
Safeway Stores here from 1928 to 
1945, and now a San Francisco 
agency head, touched off an argu- 
ment between government and de- 
fense lawyers, and Judge Duncan 
excused the jury while the Star’s 
combination rate was discussed. 


® Defense lawyer Elton Marshall 
told the court he was trying to 
show that combination rates in 
national and classified advertising 
had been carried by many newspa- 
pers for many years, that it was 
a “common practice and require- 
ment in the newspaper world” and 
that the policies of the Star were 
in accord with a plan practiced 
commonly on a national basis. 

It was important to the defense, 
Mr. Marshall said, to show such 
evidence because it would reveal 
whether the Star planned to es- 
tablish a monopoly in the Kansas 
City area, as charged in the indict- 
ment. 

Judge Duncan said combination 
policies of advertising and sub- 
scriptions “are not of themselves 
violations of the law so long as 
they are not done for the purpose 
of monopolizing a field.” The facts 
in each case, he added, must deter- 
mine whether an offense has been 
committed. “The Star had a per- 
fect right to do what it did if there 
was no intention to monopolize,” 
he said. 


s Ralph J. Smith, Wichita, Safe- 
way ad manager here from 1945 
to 1949, testified he wrote a letter 
to Mr. Sees asking “at least an 
even break in position” in the 
Star for his advertisements. 

The letter from Mr. Sees, Mr. 
Smith said, stated that: “We are 
of the opinion that one page is as 
good as another.” The letter also 
mentioned a newsprint shortage 
and said the Star “would like to 
make all its customers happy.” 

H. J. Witscher, retired president 
of Crown Drug Stores and for- 
mer v.p. and general manager of 
Katz Drug Stores, testified that 
the Star had favored Katz with 
good position when he was con- 
nected with the company and oc- 
casionally “gave us news stories.” 
He said his relations with the Star 
were always harmonious. 


= C. C. Jones, appliance manager 
for Mace Ryder Co. in 1936 and 
1938, said his company advertised 
in both the Star and the Journal- 
Post. When he complained about 
position, however, he said, a Star 
representative told him the news- 
paper had to take care of its ex- 
clusive advertisers first. 


Peabody 


Fry 


Stockdale 


ACKNOWLEDGEMENT—Stuart Peabody, board chairman of the Adver- 
tising Council, presents Kenyon & Eckhardt representatives with a 
certificate of merit for creating advertising for the Council’s “En- 
gineers Wanted” campaign. Receiving it on behalf of K&E are 
George T. C. Fry, v.p. of the agency and supervisor of the cam- 
paign’s task force, and William S. Stockdale, assistant supervisor. 


Wanted: High-Prestige Sponsor for Video 
Series on Lives of Top Chicago Hoodlums 


CuHiIcaco, Jan. 26—It may turn 
out to be anything from a rare 
plum to a hot potato, but adver- 
tisers in this area are being of- 
fered something special in tv next 
month. 

It is a special series of six half- 
hour local films in which the 
long-frustrated Chicago Crime 
Commission will take its findings 
on hoodlums and the underworld 
straight to the public. Further- 
more, the information is to be 
presented in an unusually dra- 
matic form. 

The producer, ABC o-&-o sta- 
tion WBKB, is using a kind of 
Hood Row version of Ralph Ed- 
wards’ “This Is Your Life” for- 
mat. Each week an important Chi- 
cago hoodlum, his identity care- 
fully hidden until the time of the 
show, will be “starred,” with em- 
phasis on his life as well as his 
record. This will include back- 
ground, habits, friends, political 
and business contacts and current 
operations—all to be _ illustrated 
with photographs, films and tapes. 

For months, WBKB cameramen 
have been shadowing the six elect, 
getting film for the series. Inter- 
estingly, the series will run oppo- 
site “This Is Your Life,” starting 
Feb. 16. 


® In thus taking its case direct to 
the public the Chicago Crime 
Commission attempts to escape a 
long tradition of having its find- 
ings ignored by the municipal 
government—even though it pro- 
vided a good deal of the material 
used by the Kefauver committee 
here in 1952. The 36-year-old 
commission, headed by Virgil 
Peterson, is a civic group dedi- 
cated to keeping on top of crime 
conditions in Chicago and “ener- 
gizing” public officials in the per- 
formance of their duty. Among its 
2,000 members are most of the 
leading business firms in the city. 
Unable to afford the venture as 
a public service offering, WBKB 
has managed to get commission 
approval for offering it to spon- 
sors. But there are problems. 
One is the fact that, unless it 
“flops,” the series is likely to be 
charged with political dynamite, 
especially as it will appear just 
prior to a mayoral election. An- 
other limiting factor is that the 
commission insists on a straight 
“public service” approach, with a 
right of review over all commer- 
cials and promotion ads—which 
are to be strictly institutional. 


® In consequence, ABC v.p. Ster- 
ling S. Quinlan and his staff are 
making a pitch for a high-prestige 
sponsor, preferably a member of 


al 


the commission. Their list of con- 
tacts includes some of the top na- 
tional advertisers in Chicago. 

ABC officials admit that there 
are “holes” in their latest dra- 
matic effort. Dramatic continuity 
may be marred somewhat by the 
commission’s insistence that only 
carefully documented material be 
used. And the photographic qual- 
ity will certainly suffer from the 
mountainous difficulties of shad- 
owing the subjects into any and 
all settings. (The opening “life,” 
for example, will show an attempt 
to get into a hoodlum’s home, and 
the door being slammed in the 
photographer’s face.) 

But given optimum conditions 
WBKB can offer this tempting 
lure: The possibility of an audi- 
ence unmatched in size and inten- 
sity since the Kefauver hearings 
left town to the relief of everyone 
but the citizenry. 


McQuigg Leaves 
Lennen & Newell to 
Join JWT in Detroit 


DETROIT, Jan. 27—John L. Mc- 
Quigg, formerly an exec. v.p. of 
Lennen & Newell, will join J. 
Walter Thompson Co. Feb. 15 as a 
v.p. and account supervisor in 
JWT’s Detroit office. 

Mr. McQuigg joined Lennen & 
Newell in 1952, when the late H. 
W. Newell left Geyer, Newell & 
Ganger to move into Lennen & 
Mitchell. Mr. McQuigg had been 
a v.p. of Geyer, Newell & Ganger, 
and was highly regarded in De- 
troit advertising circles. 


® His first job for L&N was to 
look for office space, and for a 
two-year period he operated an 
office of the agency in the Book 
Tower Bldg., with the title of ex- 
ec. v.p. in charge of the office. 
During the period the agency 
never had a Detroit account, and 
the management denied intermit- 
tent rumors that it was going to 
get Nash-Kelvinator, or other au- 
to companies (most recently 
Packard, which went to Ruthrauff 
& Ryan). 

With Mr. McQuigg’s departure, 
Lennen & Newell has closed its 
Detroit office. 


W.L. Vomack Moves 


W. L. Vomack Inc., Brooklyn, 
advertising consultant specializing 
in the preparation of copy directed 
to the Negro market via Negro 
weeklies, magazines and direct 
mail, has moved to new offices at 
1723 Jerome Ave., Brooklyn. 
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Farm Bureau Insurance Companies 
to Become Nationwide in September 


CoLuMBus, O., Jan. 26—Farm 
Bureau Insurance Companies will 
change its name to Nationwide In- 
surance and start a program of 
national expansion Sept. 1. 

A $300,000 campaign to advertise 
the name change will be conducted 
in the 13 eastern states in which 
the companies operate by Mumm, 
Mullay & Nichols, Columbus. Sales 
ads elsewhere will be handled by 
Ben Sackheim Inc., New York. 

The three Farm Bureau com- 
panies now spend about $500,000 
on sales advertising. 

Announcement of the change 
was made today to 18,000 em- 
ployes, agents and their guests in 
a 21-city closed-circuit telecast. 
Bowman Doss, exec. v.p., said one 
reason for the expansion is that the 
companies will be able to retain 
business now being lost when pol- 
icyholders move out of Farm Bu- 
reau’s territory. 


® After the decision to expand had 
been made, a new name became 
mandatory, he said. Farm Bureau 
insurance companies operate in 20 
states outside the eastern organiza- 
tion’s area. 

Studies by the insurance com- 
panies’ market research divisions 
and A. C. Nielsen Co. determined 
the expansion pattern. Nationwide 
will move on a state-by-state basis, 
with Illinois, Indiana, Iowa, Mis- 
souri, Massachusetts and Califor- 
nia getting priority, said Howard 
Hutchinson, v.p. of insurance 
operations. 

Newspapers will be the primary 
medium in both sales and name- 


change campaigns. Print will be 
backed by heavy radio and tv 
commercials. 

Affected by the change in names 
are the following companies: 

1. Farm Bureau Mutual Auto- 
mobile Insurance Co. becomes Na- 
tionwide Mutual Insurance Co. 

2. Farm Bureau Mutual Fire In- 
surance Co. becomes Nationwide 
Mutual Fire Insurance Co. 

3. Farm Bureau Life becomes 
Nationwide Life Insurance Co. 

Four thousand separate items 
will require changes when the 
Nationwide label is adopted in 
September, Mr. Hutchinson said. 
Operations include filing amended 
articles of incorporation in every 
state, amendment of company li- 
censes and relicensing of all its 
agents and preparation of new 
policies. About $500,000 in print- 
ing and other material bearing 
the Farm Bureau name will be 
used up before being superceded 
by material with the new name. 


s Actual selection of the new 
name began two years ago, start- 
ing with a screening to eliminate 
the 2,600 names of other insurance 
companies. Another 900 possibili- 
ties were tested against standards 
established by the companies’ new 
name committee. 

Specialists were consulted. They 
included Ernest Dichter, who pre- 
pared a list of suggestions; Elmo 
Roper, who polled public reaction 
to one list; Gerald Carson, adver- 
tising copywriter, and Paul Lazars- 
feld, psychologist and social scien- 
tist. 


NCAA TV Committee 
Keeps Calm Amid 
Football Fury 


CHICAGO, Jan. 27—The 1955 tel- 
evision committee of the National 
Collegiate Athletic Assn. sat down 
here yesterday and ordered its af- 
fairs almost as if the issue of tel- 
evised football were not in a state 
of complete disorder across the 
country. 

Undaunted by headline rumors 
of revolt from within the NCAA 
and of government action and 
sponsor disaffection from without, 
the committee made a point of 
proceeding at exactly the same 
scholarly pace it followed a year 
ago. 

At this week’s two-day meeting 
it elected a chairman—E. L. Rom- 
ney, commissioner of the Moun- 
tain States conference—and 
worked out an elaborate timeta- 
ble under which the eventual plan 
for next fall’s televised football 
will be announced Feb. 26, and 
finally approved by two-thirds of 
the 425 NCAA members March 11. 


s A high point of the committee’s 
schedule should bea series of 
hearings in New York, Feb. 10-11, 
at which plans and suggestions 
will be received from member 
colleges, tv networks and stations, 
advertising agencies and any oth- 
er interested parties. Events of the 
past two weeks suggest that there 
should be plenty to listen to. They 
include: 

1. Bills introduced in the legis- 


latures of Pennsylvania and Illi-| 


nois to force their state universi- 
ties to telecast football locally, re- 
gardless of NCAA policy. 

2. Resolutions to the same ef- 
fect in most other legislatures of 
the “Big Ten Midwest.” 

3. A Pacific Coast conference 
threat to walk out of the NCAA 
program unless it permits region- 
al as well as national telecasts. 

4. A bitter counterattack by 
Harve Chrouser, athletic director 


of small Wheaton College, who 
said the regional tv proposals 
would give football a “good 
chance of dying a rather fast 
death.” He also charged the Big 
Ten with a “deliberate campaign 
to inflame state legislatures” to 
force regional telecasting. 


JOSEPH J. MARTIN 

Cuicaco, Jan. 27—Joseph J. 
Martin, 60, v.p. and director of re- 
search for Henri, 
Hurst & McDon- 
ald, died  sud- 
denly today. Mr. 
Martin, who had 
not been ill, came 


into the office 
this morning 
feeling ill, and 


after being ex- 
amined by a doc- 
tor was advised 
to return home to 
rest. He died al- 
most immediately after reaching 
his home in suburban Riverside. 
Mr. Martin, a pioneer in market- 
ing research, spent his entire busi- 
ness life with Henri, Hurst, having 
joined the agency Dec. 20, 1923. He 
was a founder and past president 
of the Chicago chapter of the 
American Marketing Assn. 


H. WARD ZIMMER 

New York, Jan. 28—H. Ward 
Zimmer, 57, president of Sylvania 
Electric Products, died today after 
a brief illness at New York Hospi- 
‘tal. Born in Emporium, Pa., he be- 
gan his career in the electrical in- 
dustry with a small manufacturing 
concern there, which, with other 
companies formed the nucleus of 
the present Sylvania organization. 
He became exec. v.p. of Sylvania 
in 1950 and president in 1953. He 
was at one time chairman of the 
Pennsylvania Economic Develop- 
ment Council. 


Clarke Heads Geyer TV Art 

Robert J. Clarke, a free lance 
cartoonist, has been named televi- 
sion art director at Geyer Adver- 
tising, New York. 


Joseph J. Martin 
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Advertising Age, January 31, 1955 


Newspaper Advertising Execs Weigh the Future 


How to accomplish the 
10% linage increase set as a 
goal by the Bureau of Adver- 
tising was the central ques- 
tion confronting the News- 
paper Advertising Execu- 
tives Assn. as the group met 
and pondered the industry's 
problems in Chicago (AA, 
Jan. 24). Optimism was evi- 
dent as the three-day con- 
vention proceeded to explore 
ways and means of achiev- 
ing the objective. These can- 
did photos were made for 
Advertising Age by Dwayne 
Terry, Chicago Photograph- 
ers. 


J. J. COOPER 
John Budd Co., Chicago 


% 


ELLIS LOVELESS, Norfolk Newspapers, Norfolk, Va. 


x= * 
TOM JOHNSTONE 
The Journal, Ottawa, Ont. 


LT. CMDR. JAMES GORMSEN. U. S. Naval Training Sta., Great Lakes, Ill. 


W. F. MURPHY 
Shell Oil Co., New York 


LEON KONDELL 
Herald-News, Passaic-Clifton, N. J. 


MARSHALL W. HILL 
Christian Science Monitor, Chicago 


EARL H. MALONEY 
Journal & Star, Peoria, Ill. 


. a MURRAY PERRES Fe 
C. WALTER NELSON, Journal & Courier, Lafayette, Ind. 


Monitor-Leader, Mount Clemens, Mich. 


HORACE BRODIE, The Press, Pontiac, Mich. 
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Advertising Age, January 31, 1955 


You Ought to Know . .W.W. Condict 


Wilson W. Condict doesn’t have 
to tell you his profession. 

Within minutes after starting a 
conversation, the newly-elected 
president of the Newspaper Ad- 
vertising Executives Assn. probab- 
ly is enthusiastically spouting ad- 
vertising. 

Most likely, the 56-year-old 
advertising director of the St. 
Louis Globe-Democrat may be 
talking about newspapers as a me- 
dium. But—and it’s an important 
but—he’s a fulltime salesman 
for advertising. 


= His election is only the latest 
honor that has come the way of 
the newspaper executive who has 
seen both sides of the fence—ed- 
itorial and advertising. Mr. Con- 
dict started as a parttime copy 


national advertising manager. 

His enthusiasm resulted in a 
promotion to assistant advertising 
director in 1949; three years later 
he succeeded to the ad director’s 
job. 


® As president of NAEA Mr. Con- 
dict has two principal aims: 
1. Promoting the group’s “Oper- 


ation Step-Up” (training news- 
paper ad salesmen). 

2. Selling the theme, “Nothing 
Sells Like Newspapers.” 

He “confidently” predicts both 
will go over—not only because of 
his efforts, but because of the 
joint work of the group. 

He never overlooks the oppor- 
tunity to promote his own medi- 
um, telling AA that “nothing sells 
like newspapers and everything 
sells faster with newspapers.” 

“Newspapers are like a drink of 


water—quite mecessary for our| Television Inc. to become manager 


continued health and mental 


growth. Without them, a whole | 


community begins to show signs of 
drying up,” he asserted. 

His outside interests (“when I 
have time for them’) are golf, 
hunting and fishing. He also en- 
joys the theater, and is president 
of the Playgoers of St. Louis. 


James Manages WJAR-TV 
Peter B. James has resigned as 
manager and a director of Weed 


of WJAR-TV, Providence, R. I. He 
succeeds Norman Gittleson, who 
resigned. 


“About that 
art director 
you re going 
to hire... 
see page 62” 


Wilson Condict 


boy on the Dallas News while star- 
ring on his high school basketball 
squad. At 17 he was already a 
cub reporter at night and selling 
classified advertising during the 
day. 

He recalls: “I worked seven 
days a week then. I wanted to 
learn all about the newspaper bus- 
iness.” 

This attitude continues today. 
Mr. Condict explained: “Advertis- 
ing works day and night. It is only 
natural that advertising people al- 
so work day and night. Hours 
don’t mean anything to a person 
wanting to do a good job.” 


® In this vein, the veteran ad- 
man—with the Globe-Democrat 
since April, 1923—advises young 
people who want to get into the 
business: “There’s lots more than 
hard work to getting ahead. 
Learn what advertising really 
does, how it works. Once you 
thoroughly understand it, your 
own enthusiasm will increase. 
Then you can really follow 
through and tell others how ad- 
vertising really affects all of us— 
how we dress, what we eat and 
drink.” 

Mr. Condict, also serving cur- 
rently as president of the Adver- 
tising Club of St. Louis, thinks 
that once a person is sold on ad- 
vertising, all media will eventually 
benefit. 

He started his ad career on the 
Globe selling automobile adver- 
tising and organized and edited a 
special section of the paper for it. 
In 1928 and 1929 the paper was a 
leader in the national field and 
shortly started a 49th State tour 
club. He continued in this section 


until 1935, when he was appointed | pecs 


MEDICAL 
‘ SAMPLING 
PROGRAM 


delivers your prod- 
uct into the hands of 
General Practitioners 
and Pediatricians. 


GUARANTERS TO. BEOUC 
FOU PRESENT DFT C 
ann TAMPUING 


oF ta 


MEDICAL SAMPLING CORP. 


WA 5.9996 
225 LAFAYVETTEST NYVIDNY 


he ERE & 


And Rockford, Illinois will make a 


remarkable market for your product or service. 


Manufacturing center of a rich agricultural 


area... with rapidly expanding industry 


producing everything from machine tools to 


chewing gum... Rockford reflects all phases of the 


national economy completing its effectiveness as a test City. 


Retail sales in the 13 county Rockford trading areas 
totaled nearly a billion dollars in 1953, and yet the 


city is 15th in the Nation in Total Postal Savings. 


The Rockford Morning Star and Rockford 


Register-Republic give superior coverage in Rockford and 


surrounding areas of Illinois and Wisconsin. 


Constructive editorial and publishing policies have 
made these homeowned papers an important part of 


their community. Let us send you full information... 


write today. 


© 131,123 ABC CITY ZONE © 441,222 ABC RETAIL TRADING ZONE 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


_- s REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 
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THE 


LANDING 


STRAY 


as seen by 
JOHN BURGOYNE 


An advertiser way up in the big 
lists thought he engaged the serv- 
ices of a new agency, forgetting the 
migrant habits of ad-men. So who 
do you think he saw grouped 
round the conference table? Yup. 
A gallery of old familiar mugs, un- 
certain smiles to match, an air of 
fearful expectancy—as of waiting 
for a shell burst or Mrs.’ remarks 
when you're a breath (!) late for 
dinner. 


xn 


Groundhog Day, that grand old 
empty jug, rolls round this week. 
Ever know it to come out right? 
Neither did we. 


x wk 


Occasion for grim laughter—the 
feebly frantic look on anyone’s 
face an hour after they have eaten 
asparagus for the first time, re- 
vealing the fear that their plumb- 
ing is shot to hellfersure. The 
sometimes-succulent shoot figured 
in a recent Burgoyne foray into 
housewives’ buying habits in the 
green-goods field. Finding his 
green asparagus showing a drop in 
sales in favor of the older white 
variety, a packer thought he had 
spotted a trend and wanted Bur- 
goyne to make sure. A panel study 
in Grand Rapids, Springfield, Ce- 
dar Rapids and Syracuse, of sales 
of all brands, convinced him that 
he had stumbled over a happen- 
stance. Housewives were still loyal 
to the green kind. So he trimmed 
his sales-sails accordingly. 


xk * 


A _ CROSS-SECTION OF MODERATE-SIZED 
METROPOLITAN AMERICA — BURGOYNE 
TEST-CITIES HAVE BEEN HAND-PICKED FOR 
ACCURATE, SPEEDY PANEL-STUDIES. 


x kk 


A meat-packer whose goods 
were long sold under private 
brands decided to market a line of 
trade-marked packaged items, in 
the pious hope that his identity 
could filter down to the consumer, 
who hadn’t previously known he 
existed. Among the items on his 
list was the good old dawg, or 
weenie. A Burgoyne panel study 
in Harrisburg, Charlotte, Peoria 
and Indianapolis showed a sur- 
prising difference in sales between 
some established brands, with no 
visible evidence why-—one brand 
seemed to have much more than 
its share of the market. The an- 
swer was simple and silly, or may- 
be practical. The bun-factories 
pack their goods in eights; all but 
one—guess who—of the packers 
put up the dogs in tens. So the 
customers had to buy teo much of 
one or ’tother, and many bought 
our friend’s bulk product. He 
wisely decided to stay right where 
he was on that item. 


x*k 


’Twould charm our hearts no end 
to hear from you and your trou- | 
bles. You have marketing prob- 
lems, we fix ’em. Write us. For a 3¢ 
stamp you might win the marbles. 


Babb, Nielsen 


Differ on Soap, 
Detergent Sales 


(Continued from Page 1) 
greater than in the previous year,” 
he said. 

The confusion arose because the 
speakers didn’t make clear what 
sales were included in their “to- 
tals.” It appeared that both speak- 
ers were talking about the same to- 
tals. Actually, Mr. Babb was talk- 
ing about over-all domestic and 
foreign sales while the Nielsen re- 
port covered only domestic house- 
hold sales audited in 1,600 food 
stores. 

Furthermore, Nielsen found that 
detergent sales increased more 
than total food store sales in 1954 
compared with 1953. Detergent 
sales, he said, were up 12% in 1954 
over ’53. 


® This increase of detergent and 
soap sales over total food store 
sales brings household washing 
products sales closer to the total 
food store sales increase over the 
last five years. 

Total dollar sales for all com- 
modities sold in food stores have 
increased 29% since 1950. The in- 
crease for washing products since 
1950 is only 22%. 

Retail inventories of household 
soaps and detergents have in- 
creased slightly, 1% more than 
consumer sales, Mr. Stomberg said. 
This is the first time since 1950 
that retailers have built up their 
inventories. The out-of-stock con- 
dition that prevailed until ’53 is 
now reversing itself. 


® Mr. Stomberg showed the con- 
vention a list of 16 new and/or im- 
proved products in the household 
and detergent market and told of 
their progress or decline during 
the past two years. 

Of the 16 products, ten have in- 
creased their shares of their re- 
spective markets, Nielsen reported. 
Two have held about even, while 
four have lost ground, he said. 

Three of the four products that 
declined are in fields, according to 
Mr. Stomberg, “in which another 
‘new or improved’ product has 
since appeared.” The three prod- 
ucts are ammoniated dentifrices, 
chlorophyll dentifrices and spray 
type deodorants. 


® A new products panel of the 


“About that 
art director 
you're going 
to hire... 
see page 62” 


Po se e ee 


SALES AND ADVERTISING 


SOAPS AND DETERGENTS 
1950 =100 
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( DOLLAR BASIS) 
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NIELSEN REPORT—This is one of the charts used by P. J. Stomberg, 
v.p., A. C. Nielsen Co., in his report to the Assn. of American Soap 
and Glycerine Producers convention in New York this week. The 
chart shows dollar and tonnage sales and measurable media adver- 
tising expenditures for household soaps and detergents for the last 
five years. Advertising includes network radio and tv, magazines, 
and newspapers published in cities over 100,000. According to this 
chart, soap and detergent advertising in the four media covered 
was 3% more in ’54 than in ’53 and 32% more in ’54 than in ’50. 


convention heard Dr. Nolan B. 
Sommer, manager of new products 
development for American Cyana- 
mid Co., cover the following 
important points to check in se- 
lecting new products: 

1, Raw materials. “Is the product 
derived from raw materials in 
which our company is basic or 
which are readily available at the 
right price?” 

2. Process. “Do we have a good 
process available or can we devel- 
op one which is economically feas- 
ible within the financial bounds 
allotted to us?” 

3. Patent. “Do we have good 
patent coverage?” 

4. Economics. “Is operation such 
that the capital required for com- 
mercial operation is in the logical 
ball park for our company?” 

5. Marketing. “Do we have an 
existing marketing organization 
in this field or does the new ven- 
ture require setting up a whole 
new force on new and unfamiliar 
product picture?” 

“These are but the main criteria 
which are normally considered in 
attempting to assess the potential 
value of a new product,” Dr. Som- 
mer said. “The individual circum- 
stances surrounding each given 
product will indicate which merit 
attention.” 


a Stages in the development of the 
new product were outlined by J. 
Kenneth Craver, director of chem- 
ical development for General Mills 
Inc., and pointers on testing a new 
product were given by Dr. Harry 
Deane Wolf, director of market 
research for Colgate-Palmolive Co. 

Harry W. Smith, president of 
Harry W. Smith Co., outlined six 
concepts on how to get new prod- 
uct publicity. He cautioned against 
quitting after the story appears in 
print. 


“Publicity in its original ap- 
pearance in magazines reaches 
hundreds of thousands of readers, 
and takes its chances for attention 
with every other item in that is- 
sue,” he said. 

E. W. Wilson, v.p., Armour & 
Co., succeeds the late C.S. Camp- 
bell as president of the association. 
A. W. Schubert, Emery Industries 
Inc., was elected v.p. for the Mid- 
west and A. K. Forthmann, Los 
Angeles Soap Co., was reelected 
v.p. for the West. As AA went to 
press, the eastern v.p. had not been 
elected. J. J. Babb, Lever Bros. 
president, holds the post at present. 


FOOD SALES HIT 
NEW HIGH: NIELSEN 


NEw York, Jan. 27—P. J. Stom- 
berg of Nielsen also revealed to the 
assembled soap and glycerine men 
some interesting figures on 1954 
food sales. 

“Sales of food stores established 
another new high in 1954, reach- 
ing a total of 36.1 billion dollars,” 
he said. 

The alltime high reported for 
1954 was 4% greater than 1953 
dollar sales and 29% higher than 
1950 sales, Mr. Stomberg said. 
Substantially higher gains were 
reported for 1951 and 1952 than ’53 
and ’54, he added. Between ’50 and 
’52 there was a 19 point rise while 
from ’52 to ’54 there was only a 10 
point rise. 

Food stores in the Nielsen re- 
port include groceries, grocery- 
combinations, delicatessens and 
country stores. The report is based 
on bi-monthly audits on 56 prod- 
ucts in 1,600 representative food 
stores in these categories. 


® According to Nielsen, there has 
been an increase of 9,000,000 popu- 
lation, or a 6% jump. At the same 


Serving The Central Ohio Valley 
— Industrial Heart of The Nation 


Huntington, a trading center for 613, 
400 people who spend $415,842,000* 
annually, is serviced completely by the 
newspapers of the Huntington Publish- 


ing Company. 


Where industry is concentrated in this 
rich Tri-State region, there are large pay- 
rolls. Reach them daily with the most 
complete coverage in the aréa through 


The Huntington Advertiser 
The Herald-Dispatch 
The Herald-Advertiser 


HUNTINGTON, WEST VIRGINIA 


*SM Estimates 


Represented by The Katz Agency 


“ei 


West Virginia Steel & Mfg. Corp. is typical 


of scores of major industries who swell the 


payrolls of the rich Central Ohio Valley. 


Advertising Age, January 31, 1955 


time, there has been a 15% in- 
crease in food store tonnage sales. 
This means that per capita sales 
have increased approximately 8 to 
9%. 

According to the report, total 
consumer income steadily in- 
creased from 1950 to 1953, leveling 
off in 1954 with a total of $286 bil- 
lion. 


® Over the five-year period—1950 
to 1954—real income after adjust- 
ment for changes in the cost of 
living has increased 10%. The re- 
port shows that the chain stores 
are taking a larger share of total 
food store volume. 

“During 1954 chain store sales 
amounted to 14.7 billion dollars, up 
1 billion or 7% from 1953,” the re- 
port states. 

At the same time, independent 
store sales were up only 2%, or 
$400,000,000 over 1953, with a 
total of $21.4 billion for 1954. 

In 1950 chain stores accounted 
for only 36.1% of the total food 
store volume, but in 1954 their F 
total was 40.7%. 


GE industrial poo .. 
at Equipment ([2)) 
' Ne 


... nearer to 


the buying point 
.. help you 
CLOSE your sales! 


In your prospects’ mental journey from interested 
attention to actual purchase the media you use ad- 
vance your sales in different ways. 

Most industrial papers specialize in suggesting better 
manufacturing methods, the adoption of which may 
require new or improved products . . . how to do a 
better job, rather than with what to do it. 

Before 1933 there remained a wide gap between what 
business papers were publishing to spark a potential 
sale and what was needed to clinch the purchase with 
specific product information. 

Twenty-one years ago Industrial Equipment News 
originated a field of publishing which assumed that 
its readers had the know-how and were ready for the 
what-with, the final step. 

Mr. IEN is a closer of sales. He supplies the product 
selecting specifics leading directly to the purchase of 
particular equipment, parts and materials. 

Both of these business paper functions help you to do 
business. One softens up your markets; the other 
hardens buyer judgment into your channels. That is 


why so many of the most successful marketers use 
both leading methods papers AND Industrial Equip- 
ment News. 


You cannot buy better insurance for the success of 
your expenditures in the more costly methods papers 
than by investing a few hundreds to put Mr. IEN on 
your payroll as the No. 1 CLOSER of sales. $150 to 
$160 a month will insure your being well represented 
right at the time and point of purchase. 


Industrial 
Equipment 
News 


Thomas Publishing Company 
Details? 
Send for complete DATA FILE 
‘3944 461 Eighth Avenue, New York 1,N.Y. 


WG]... . Afitiated with Thomas Register 
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LONGER PAUSES—Coca-Cola Co. is 
introducing its new, bigger bottles 
in Columbus, O., and other selected 
markets (AA, Oct. 4, ’54). Claire 
Kallen and Margie McNally hold 
the 10 oz. king-size (left) and the 
26 oz. family-size bottles. Familiar 
regular size is shown for compari- 
son. 


Congress Speeds 
Postal Pay Boosts; 
Rate Raise Bill Lags 


(Continued from Page 1) 
sponsibility now exercised by 
Congress. 

Here’s a run-down on the rate 
bill proposals: 

First class: A 4¢ rate on the first 
ounce of all first class, to raise 
$237,000,000. (The administra- 
tion’s 1953 bill proposed a 4¢ rate 
on the first ounce of out-of-town 
first class only.) 

Airmail: A 7¢ rate on the first 
ounce, to raise $14,000,000. (The 
1953 bill proposed 7¢ per ounce.) 


@ Second class: New zone rates 
providing an increase of about 
30% in two annual stages of about 
15% each; an increase in the min- 
imum piece rate from one-eighth 
cent to one-fourth cent; an in- 
crease in the transient second class 
rate from 1¢ to 1%¢. Total in- 
crease: $17,500,000. (The 1953 bill 
involved increases of 42% in a 
25% first stage and a 17% second 
stage. The minimum piece rate 
would have been fixed at half a 
cent. Neither bill provides increas- 
es for publications of non-profit 
organizations or for newspapers 
distributed within the county of 
publication.) 

Third class: An increase in the 
pound rate for bulk third class 
from 14¢ to 16¢, in the minimum 
piece rate from 1%¢ to 2¢ and in 
the ordinary third class rate from 
2¢ for the first two ounces to 3¢, 
plus 1%¢ for each additional 
ounce. Total third class increase 
is $72,900,000. (The 1953 bill re- 
duced the pound rate for bulk 
third class from 14¢ to 12¢ but 
increased the piece rate from 12¢ 
to 2¢.) 


McCann Names Sid Wells 
to Board of German Affiliate 


McCann-Erickson has _ trans- 
ferred Sidney A. Wells to Frank- 
fort where he is vice-chairman of 
the board of the agency’s German 
company, H. K. 
McCann Co. mbH. 
Mr. Wells, man- 
ager of McCann’s 
Chicago office 
since 1952, joined 
the agency’s 
Cleveland office 
in 1926, was 
transferred to the 
Chicago office in 
1938 and was 
named a v.p. in 
1945. Two years 
later he was appointed creative 
director, and upon the retirement 
of Howard G. Smith in 1951, he 
was promoted to petroleum group 
head. 

William E. Berchtold, a v.p., con- 
tinues as manager of the agency’s 
midwestern region, with offices in 
Chicago. 


Sidney A. Wells 


Last Minute News Flashes 


Dixie Cup Launches $20,000 Contest 
Easton, Pa., Jan. 28—Dixie Cup Co. will launch a $20,000 scholar- 


ship contest this spring with ads in April issues of ten magazines. A 


dozen business papers will carry announcements of the contest in Feb- 
ruary. First prize is a four-year $4,000 college education. Magazines 
to be used include Better Living, Everywoman’s Magazine, Family 
Circle, Good Housekeeping, Life, McCall’s, Parade, This Week Maga- 


zine, Western Family and Woman’s Day. Hicks & Greist, New York, | 


is the agency. 


Economics Laboratory Expands Finish Push 


St. Pau, Jan. 23—Economics Laboratory Inc., maker of Soilax and 


other washing compounds, has taken a page in Life for its Finish dish- | 


washing compound. Other ads are running in Sunset, This Week Mag- 
azine and in other supplements. The product also is being pushed on 
Economics Labs’ participation in the “Garry Moore Show” (CBS-TV). 
Al Herr Advertising Agency, Milwaukee, handles the account. 


Four Account Men Quit Weintraub; Other Late News 


e Kirby Culver, account executive on La Palina cigars, Dubonnet 


wine and Dubonnet blonde apertif; 


M. J. Eysler, account executive on 


El Producto cigars; Spencer Weil, assistant account executive on 
Schenley Ancient Age whisky, and Henry Katz have resigned from 
William H. Weintraub & Co., New York. Mr. Weil will join Kleppner 
Co. Jan. 31 as an account executive, reportedly on Schenley’s Dant 
account. Gerard Bissinger, who has done Ronson account work, has 
been named La Palina account executive. Robert Russell, Foote, Cone 


& Belding, Los Angeles, who has 


been on the Federation of Swiss 


Watch Mfrs. account, has joined Weintraub as Ronson account execu- 
tive. Robert Chambers, FC&B trainee, also has joined Weintraub, 
where he’ll do account work on Blatz beer. Richard Zahn, formerly 
with Procter & Gamble, Cincinnati, joins the agency on the Revlon ac- 
count. William Jack, research assistant at Compton Advertising, New 
York, joins Weintraub on the Ronson account. 


e Goebel Brewing Co., Detroit, the country’s 12th largest brewery, 
according to latest available figures, will switch its advertising account 
from Brooke, Smith, French & Dorrance to Campbell-Ewald Co., ef- 
fective April 1. Campbell-Ewald will also handle advertising for the 
newly created Guinness beer and ale sales division, under which 
Goebel will produce and market the English products under license 


in this country. 


e Guild Films has completed an agreement with Motion Pictures for 
Television to take over the present contracts for, and future distribu- 
tion of, MPTV’s entire library of more than 700 feature length films. 


e ABC-TV, New York, has ‘set up a closed circuit television program 
department, to be headed by William Balaban, assistant program man- 


ager of WABC-TV. 


e The Kings County (Brooklyn) grand jury investigation of mislead- 
ing radio-tv “pitchman” advertising is continuing after a couple of 
meetings between Judge Samuel S. Leibowitz and representatives of 
25 radio and tv stations. The inquiry was launched by District Attor- 
ney Edward S. Silver, after evidence had been compiled by police of- 
ficers posing as apartment residents. Mr. Silver charges the public 
has been gypped out of millions by radio-tv peddlers of vacuum clean- 
ers, food freezers, sewing machines and storm windows. All broad- 
casters have promised full cooperation. 


Kraft Will Give 
$75,000 in RCA Gifts 
in Parkay Contest 


CuHicaGco, Jan. 27—Kraft today 
released the details of its $75,000 
Parkay margarine contest (AA, 
Jan. 10) in which it will give 
away 45 RCA Victor 21” color tv 
receivers. 

In addition, 219 prizes of other 
RCA appliances and “Listener’s 
Digest” phonograph records will 
be given away. RCA Victor will 
also tie in with advertising of its 
own and through its dealers. 

The contest will actually be 
three contests, each two weeks 
long, starting Feb. 23. Entrants 
must fill in the last line of a jin- 
gle and send it in with the end 
flap of a Parkay margarine car- 
ton. 


® Kraft will announce its contest 
over “Kraft Television Theater” 
(NBC-TV) on Feb. 23, with com- 
mercials following on this pro- 
gram and on the five Kraft news 
programs over the Mutual Broad- 
casting System. 

Four-color, two-page ads will 
appear in The American Weekly, 
Parade, Family Weekly, the Sun- 
day magazine sections of the New 
York News, Chicago Tribune, 
Philadelphia Inquirer and 28 oth- 
er newspapers in as many cities. 
Coupons good for 10¢ on a pound 
of Parkay will appear in these 
ads. One-third pages in color will 
appear during February and 
March in Better Living, Every- 
woman’s Magazine, Family Cir- 
cle, Modern Romances, True Con- 


fessions, True Story and Woman’s 
Day, and a full-page ad in Ebony. 

RCA Victor will mention the 
contest in ads running in Life 
March 7 and in the March 12 Sat- 
urday Evening Post and March 
issue of American Home. It will 
also promote the contest on its 
“Great Gildersleeve” radio show 
during March and on television on 
the Sid Caesar shows Feb. 28 and 
March 21 and on the March 7 NBC 
color spectacular. 


® Kraft will also launch an ex- 
tensive advertising campaign dur- 
ing February to promote the use 
of Kraft oil as a shortening in 
baking cakes. = 

Color spreads will appear in 
February issues of American 
Home, Better Homes & Gardens, 
Good Housekeeping, Ladies’ Home 
Journal and Sunset Magazine. 

Two facing half pages will run 
in the March issues of Better Liv- 
ing, Everywoman’s Magazine, 
Family Circle, Western Family 
and Woman’s Day. In addition to 
the store-distributed books, facing 
half pages will appear in the 
March issues of Modern Romances, 
True Confessions and True Story. 
American Weekly, Family Week- 
ly, Parade and independent Sun- 
day newspaper sections will carry 
facing half pages from January 
through Feb. 6. 

Commercials also will run on 
“Kraft Television Theater,” “The 
Edgar Bergen-Charlie McCarthy 
Show” (CBS-TV) and the Mutual 
newscasts. 

Needham, Louis & Brorby is the 
agency for Kraft Parkay and 
Kraft oil. 
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JAMES C. SHELBY, formerly director 
of tv and radio for McCann-Erick- 
son, has been elected a v.p. and 
television director of MacFarland, 
Aveyard & Co., Chicago, effective 
Feb. 1. Before joining McCann, Mr. 
Shelby handled the “Dr. I. Q. Quiz 
Show” on NBC Radio. 


Liggett-Rexall 
Head Deplores 
‘Junk’ Displays 


(Continued from Page 1) 

ing us maintain neat, clean, trim, 
good-looking stores, I feel you are 
missing the boat. You must have 
people that are well-trained, im- 
aginative, versatile, and of high 
technical competence—people who 
are promotion minded, revenue 
minded, profit minded, with prac- 
tical firing-line know how.” 

Concerning displays he said, “I 
don’t think you need to make a 
Cecil B. DeMille production out of 
it. The honest, true, simple meth- 
od in anything is the best.” 

POPAI can make a real contri- 
bution to the retailer by being con- 
scious that profit is built into its 
over-all package, Mr. Schumacher 
said. 

“We are looking for profit at 
the bottom of the line, nothing 
else,” he said. “We are not inter- 
ested in trading dollars and work- 
ing for the landlord. You also can 
help our limited personnel who 
are not too—let’s say—vivacious 
and anxious to sell, to get across a 
message that we must get to the 
customer.” 


= He recommended Revlon Pro- 
ducts Corp. as one company which 
has given Liggett-Rexall a com- 
plete package with complete fol- 
low-through. 

“We used to do $45,000 a year 
with them. Then it jumped to 
$118,000, then $161,000, then $240,- 
000. This year I expect to do $350,- 
000,” he said. ““We like to do busi- 
ness with such people. They have 
made a complete package, plus.” 

His luncheon talk was sand- 
wiched between a morning users’ 
panel and an afternoon producers’ 
panel, both on improving point of 
purchase programs. 

Out of these panels came several 
reiterated suggestions and beliefs, 
namely: 

1. That agencies should set up 
separate point of purchase divi- 
sions to integrate print and broad- 
cast media advertising themes with 
displays all along the way. 

2. That there is some waste 
among suppliers producing “junk 
displays” and failing to have ade- 
quate display distribution facili- 
ties. 

3. That better liaison and better 
research are needed among adver- 
tisers, field salesmen, agencies 
and display suppliers. 

4. That speculative display pre- 
sentations are a necessary evil 
which suppliers of non-permanent 
displays have to condone, but 
which suppliers of permanent dis- 
plays do not. 

5. That agencies should be paid 
a commission only on the art work, 
not on the printing billed. 
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Senate Report 
Hints Changes 
in Network Rules 


WASHINGTON, Jan. 28—Broad- 
cast networks, which felt consid- 
erable relief last fall when the 
Democrats won control of Con- 
gress and Sen. Bricker’s dread 
threat of intervention appeared to 
have ended, may merely have 
been tossed out of the frying pan 
into something hotter. 

Death sentences for o&o station 
operations, for network time op- 
tion agreements and for network 
activity in national spot sales are 
among the possibilities listed in 
the report to the Senate interstate 
commerce committee by the attor- 
ney appointed by the Democrats 
to make an industry study. 

The committee is expected to 
release in the coming week the ac- 
tual texts of two controversial 
staff reports which are said to 
recommend drastic changes in ra- 
dio and tv station-network rela- 
tionships. 

The reports have been in prep- 
aration since last fall, when Sen. 
John Bricker (R., O.), who was 
then chairman of the committee, 
sponsored a study of the radio-tv 
industry with special emphasis on 
the need to limit the influence ex- 
ercised by networks. 


® Two outside lawyers were 
brought in to work on the project. 
Harry Plotkin, who was the 
choice of Democrats on the com- 
mittee, turned in his recommenda- 
tions last week. Former FCC 
Commissioner Robert Jones, rep- 
resenting the Republicans, has 
still to complete his report, but he 
is expected to file it in time for 
distribution next week. 

Mr. Plotkin and Mr. Jones have 
both returned to private law prac- 
tice, and there is no word at this 
time whether the committee will 
follow up the lines of investiga- 
tion they have suggested. How- 
ever, Sen. Warren Magnuson (D., 
Wash.) has obtained $200,000 to 
finance special investigations by 
the committee. While this money 
will be spread over a number of 
investigations, covering a variety 
of subjects within the jurisdiction 
of the committee, he said part of 
it would be used for further stud- 
ies of the competitive situation in 
radio-tv. 


® While the Plotkin report has 
not been reviewed by the commit- 
tee yet, its contents were widely 
discussed at a meeting of the Fed- 
eral Communications Commission 
bar association here last Friday. 
Reportedly, it describes a number 
of proposals to cut down the in- 
fluence of networks. 

Among the most important is a 
proposal which would prohibit 
stations from entering into agree- 
ments assuring operation time to 
networks. Other proposals would 
bar networks from representing 
stations in national spot sales. 

And there is some talk of a 
review of station ownership rules 
to determine whether nets should 
be permitted to own stations. 

The nature of the Jones report 
has not been discussed yet, but on 
the basis of his past record Mr. 
Jones also is likely to favor mea- 
sures to cut the nets’ influence. 


® The memo says, however, that 
subsequent Supreme Court deci- 
sions in motion picture industry 
“block booking” cases raise some 
question about the legality of op- 
tion time arrangements, because 
competing metworks are pre- 
cluded from obtaining time on the 
stations involved. The memo sug- 
gests that FCC and the antitrust 
division of the Department of 
Justice examine the problem. 
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THE ADVERTISING MARKET PLACE 


eet a. . i Ae 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $14.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


WANTED: AD MANAGER FOR 
POULTRY TRADE MAGAZINE 
Young man with agricultural background 
preferred. Poultry industry experience 
added value. Some travel required. Com- 
pany has profit sharing and pension ben- 
efits. Detail experience, age and expected 

salary in first letter. 
Box 7289, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


ADVERTISING AGENCY 
ACCOUNTANT 

Man or woman experienced in ad agency 
billing and accounting - under forty. 
Liberal benefits - compensation commen- 
surate with ability and experience. Please 
forward complete resume of past exper- 
ience, positions held, etc. to F. H. Win- 
ter, c/o Taitham-Laird, Inc., 64 E. Jack- 
son Blvd., Chicago 4, Ill. 


ADVERTISING PLACEMENTS 
BOB C 


EMPLOYERS SERVICE BUREAU 
6 N. Michigan Chicago, Ill.  FI-6-1155 


PRODUCTION MAN 

We are a small but growing 4A agency 
located in Chicago. Need production man 
who has had agency experience to handle 
all phases of production. Prefer younger 
man. Write complete background and sal- 
ary requirement. 

Box 7299, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


An 80 year old National monthly publica- 
tion, reaching 13,500 men engaged in 
metal trades, is seeking one or two Na- 
tional Advertising salesmen on a straight 
commission basis. Territory never before 
solicited. Write Stanley Silliman, c/o 
American Ironsmith, Woodstock, III. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 17-1991 Chicago 


WEST COAST DESIGN ORGANIZATION 
requires creative male or female adminis- 
trative assistant with broad publicity, 
advertising or sales executive back- 
ground. Salary open. Reply (confidential) 
giving full particulars. Head of Company 
interviewing in New York during next 
ten days. 
Box 7293, ADVERTISING AGE 

480 Lexington Ave. New York 17, N. Y 


ASSISTANT SALES MANAGER 
Outstanding opportunity for fully quali- 
fied Assistant Sales Manager with rap- 
idly expanding commercial industry, lo- 
cated in pleasant Kansas town of 15,000. 
Excellent schools and NO TRAFFIC 
PROBLEMS. 

The man we choose must be versatile and 
full of new ideas. Experienced in direct 
mail, setting up distributors and manu- 
facturers’ reps and promotion of new 
products. 

Ability to do copy and rough layout es- 
rr Knowledge of export selling help- 
ul, 

In first letter, please state education, ex- 
perience, age and salary desired. Make 
reply to: 

Box 7291, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


2 KEY EXECUTIVES NEEDED 
National service organization with head- 
quarters in Milwaukee and branches in 
42 cities needs 2 experienced men to head 
the following departments: 

MARKET RESEARCH 
LETTER SHOP — DIRECT MAIL 
Must have thorough knowledge of field 
and know how to sell and provide these 
services to stores, offices, factories. Sal- 
ary plus incentive, company benefits. 
Write details, education, experience to: 
J. Frank 330 W. Kilbourn 
Milwaukee 3, Wis. 


BARNARD’S ALERT EMP. SYSTEM 


NATIONWIDE 
BE SURE AT BARNARD’S 
Adv. Art Publ’g Research 
WA 2-2306 202 S. State Chicago 


CHEMICAL PROCESSING 
Has Openings For 
Two Good Advertising Salesmen 


Chemical Processing, highly successful 
in its field, has an opening for an ad- 
vertising representative in the East and 
for another representative in the mid- 
West. Previous selling experience while 
desirable is not essential. Primary requi- 
sites are ability and willingness to work 
...with compensation in line with per- 
formance. For appointment send compre- 
hensive outline of education, experiences 
and references. Address Nathaniel Beck, 
111 E. Delaware Place, Chicago 11. 


and attractive ... 


ago. 


can help us build it. 


handle them. 


man. 


REAL OPPORTUNITY 
FOR 
ACCOUNT EXECUTIVE 


ae 

you are a young, aggressive, sales-minded account 
executive ... aged about 32 to 38 ... with five to 
ten years agency experience .. . and are now prob- 
ably handling important business in a recognized 
agency... 

AF 


you like your present work but think you might get 
to the top faster by taking on more responsibilities 
(and more importance) in a smaller agency .. . pro- 
viding it is the right agency .. . 


HERE IS AN OPPORTUNITY 
YOU WILL WANT TO KNOW 
MORE ABOUT 


We are a medium-size agency located in a major... 
mid-west city (not Chicago or 
Detroit). Our growth over the past years has been 
sound, steady. We are completely departmentalized 
. .. With a staff of 65 people. Our clients (over a 
dozen in number) represent the cream of national 
and regional advertisers located in this area. Our 
eight owners are all active in the company .. . and 
there is plenty of opportunity for others here to be- 
come owners when they have proven themselves as 
business builders. We were the first 4A agency to in- 
stall an employee profit sharing plan eleven years 


We are building a business ... and the man we want 


His first job will be to take over quickly all respon- 
sibilities for handling one or several accounts total- 
ling $700,000 in billing . . . with a junior account ex- 
ecutive to assist him. He will work closely with our 
Director of Contact... and will be in a perfect posi- 
tion to take on more responsibilities as fast as he can 


Starting salary will be in line with the job and the 


Please apply by letter enclosing complete background 
and photo, All applications will be treated in strict 
confidence. Our people know about this ad. 


WRITE BOX 240 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING SALES 
REPRESENTATIVES 
We a> looking for two young men, un- 
der 30, to add to our sales staff, one in 
Chicago and one in New York. They will 
represent our new publication, INDUS- 
TRIAL PACKAGING. The jobs require 
considerable travel, a lot of sales ability, 
a faculty for talking to top men in the 
industry, and a competitive nature that 
thrives on big league competition. Salary, 
bonus and expenses. Previous sales ex- 
perience essential either in the packaging 
industry or in space sales. Reply in con- 
fidence by letter only enclosing a recent 
snapshot of yourself. Interviews will be 
set up in Chicago and New York. 
Angus J. Ray, Vice President 
Haywood Publishing Company 
22 East Huron Street 
Chicago, Illinois 
MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 3, ILL. 


ADVERTISING SALES 
REPRESENTATIVE 


Leading publisher of home consumer 
magazine looking for a Midwest salesman 
who has ability to become sales mana- 
ger. Successful sales experience with 
consumer or merchandising trade mag- 
azine essential. Age 30-40. Salary and 
bonus. Reply giving complete business 
experience, earnings and personal data. 
Our staff knows of this ad. 

Box 7295, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


TIRED OF THE SUBWAY? 

In the fresh air and freedom of the 
Southwest there’s a job awaiting a well- 
trained news-weekly rewrite man who’s 
tired of the smoke, slush, and rush of the 
big city. A top-quality, long-established 
publishing house wants a competent writ- 
er experienced in final rewrite work on 
a business paper with high editorial 
standards. Age not important. 

Box 7292, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


COPYWRITER 
for magazine circulation department 
“U. S. News & World Report’ is looking 
for a creative young man experienced in 
mail order. Right now he may be selling 
merchandise by mail or promoting cir- 
culation for some business paper. With 
us, he will work with the key circula- 
tion people preparing letters, flyers, mail 
order and display advertising. Or he may 
share these duties with others and in 
turn help out on other parts of the circu- 
lation program. His own interests and 
abilities will determine where he finally 
fits in. Moving expenses will be paid. 
We’d appreciate application by letter 
with some samples of his past work so 
that several may review them. Write to— 

U. S. NEWS & WORLD REPORT 

Circulation Promotion Manager, 

24th & N Streets, N. W., 

Washington 7, D. C. 


ACCOUNT EXECUTIVE 
who wants to go and grow with small, 
well-established agency. Must be able 
to secure immediate billing. Drawing 
against commission. Give full details 
in first letter to M. Brown, P. O. Box 
82, New York 3, N. Y. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of positions for men and women. 
185 N. Wabash FR 2-0115 Chicago 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 


VANSANT, DUGDALE 
needs another 
Account Manager 


Our man should be young enough to 
be on the way up... have at least 
10 years of advertising experience .. . 
including several as account manager. 
He should be capable of handling hun- 
dred-thousand to half-million dollar ac- 
counts. His experience should be heavy 
in over-the-counter advertising, mer- 
chandising, sales promotion. Good 
knowledge of TV will be helpful. If 
you fit this pattern and are considering 
a change because your present agency 
connection does not provide full oppor- 
tunity for growth, please write Exec- 
utive Vice President, VanSant, Dugdale 
& Co., Inc., 15 East Fayette Street, 
Baltimore 2, Md. V. D. & C. is a 4A 
agency of 80 people in the $5 to $10 
million group. Our growth in recent 
years has been considerably better than 
average. The man who joins us will 
get a good salary, will participate in 
year-end profit sharing, will be covered 
by a retirement plan, will become eli- 
gible to buy stock. 


P. S. We are also planning to add an- 
other Art Director and another Copy 
Supervisor. These men must have at 
least 5 years of advertising agency ex- 
perience. 


ARTIST—CREATIVE—TOPS 
Industrial or consumer. Directed largest 
operation of kind 12 years. Never failed 
a deadline. Box 7300, ADVERTISING AGE 
‘ 200 E. Illinois St. Chicago 11, Il. 


IMAGINATIVE COPY MAN AVAILABLE 
Excellent reputation and record. Three 
years as admaker and contact man with 
ad agency (mainly industrial). Two years 
of writing merchandising literature with 
consumer appeal for nationaliy-known 
appliance manufacturer. Three years with 
large sales promotion firm creating pun- 
chy direct-mail campaigns. Family man 
in early 30’s. Chicago only. $10-12,000. 

Box 7298, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, DL 


Young, aggressive salesman with exp. 
selling to agencies & adv. wants to start 
in rep field. Box 7296, ADVERTISING 
AGE 200 E. Illinois St. Chicago 11, Il. 


FREE-LANCER OFFERS COMPLETE 
“PACKAGED” ART SERVICE - 
CHICAGO AREA 
Layout - copy - finished art - retouching 
- illustration - production - printing. 
Will service any part or as “package’”’ 
deal. 10 years experience in direct mail, 
catalog, trade & consumer advertising. 

FAirfax 4-5327, Mr. Rich. 
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LAYOUT ARTIST 


We want a man who can render 
rough-roughs into (oe 
outs and coinps. Important ture 
with aggressive medium size (30- 
man) agency in the Ohio Valley area. 
Prefer experience, but will consider 
unusually talented newcomer. Sal- 
ary open. Send résumé and samples 
only—we will return them. Our peo- 
ple know of this ad. 
Box 248 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


“Our 44th Year” 
ASST. RESEARCH DIR. $8,500 


30-40 yrs. Must have agency experi- 
ence including analysis and plan- 
ning. For top Midwes ency. Brew- 
ery acct. experience helpful, not re- 
quired. 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Roch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


LAYOUT MAN - ASST. ART DIRECTOR 
Creative, well seasoned - 14 yrs. Knows 
production. Seeks progressive organiza- 
ization. Top references and samples avail- 
able. Box. 7297, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


700% SALES INCREASE 

That’s how much this high calibre young 
major agency exec increased sales for 
one firm. 13 years proven advertising, 
marketing, merchandising experience. 
Well grounded in foods, soft goods, au- 
tomotive lines. Strong on product, dis- 
tributor-dealer development. Married, 
family man, college. Seeking opportunity 
sales-merchandising management respon- 
sibilities. Relocate. Resume on request. 

Box 7290, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


REPRESENTATIVE AVAILABLE 


Advertising Space Representative Firm 
established 14 years is seeking an addi- 
tional Title to add to present line of 3 
Consumer Magazine and 2 Business Pub- 
lication titles. Office located in mid-town 
New York City. 
Box 7294, ADVERTISING AGE 

480 Lexington Ave. New York 17, N. Y. 


Well established Mid-West Rep. with Chi- 
cago office needs one or two additional 
trade papers. Excellent references. 
Box 7285, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 


BUSINESS AMERICANA - old advertis- 
ing posters, circulars, catalogs, packages, 
tradecards, etc. Ask for free literature. 
WARSHAW, 126 W. 97 St. N. Y. City 25. 


TO RENT 
Beautifully furnished, air-conditioned of- 
fice in one of New York’s finest build- 
ings on Fifth Avenue. Ideally suited for 
Advertising Agency. Call OXford 5-2950 
between 2:00 and 4:00 P.M. 


About that art director 
you're going to hire... 


Will he rely on tired and 
time worn formats? 
or 


will he attack each new 
problem with vigor and 
inventiveness? 


will he muddle the mean- 
ing of your copy? 

or 
will he give it clarity, im- 
pact and rugged individu- 
ality? 
will he hide behind his 
drawing board? 

or 
will he have assured, cool 
executive ability? 


Well, will he? Of course 
he will, you'll see...write 


Box 243 Advertising Age 
200 E. Illinois - Chicago 


fits. Excellent future for right men. 


strictest confidence. 


TOP FLIGHT INDUSTRIAL SPACE SALESMEN WANTED 
Wanted immediately for Cleveland territory two top flight salesmen— 
one for METAL WORKING publication and one for ELECTRICAL 
EQUIPMENT, CONTRACTORS’ ELECTRICAL EQUIPMENT and ELEC- 
TRONIC EQUIPMENT. Familiar with accounts and agencies desirable. 
Salary commensurate with ability and experience. Many company bene- 


Apply by letter giving complete information, including personal data, 
business experience, earning record, recent photo. Replies held in 


Reply to: R. A. Neubauer, Vice President & Sales Manager 
SUTTON PUBLISHING COMPANY 
White Plains, New York 
Phone, White Plains 9-8500 


SALES OPPORTUNITY 


We are eng for a man under 30 
who can immediately, or after a short 
training period, sell and service local 
and national advertising accounts. 
We are located in Chicago and are 
the fastest growing company in the 
direct mail advertising field. The 
right man is assured an excellent 
future. Car esseritial. Drawing ac- 
count against liberal commission. 
Send full résumé in confidence with 
first letter. 


Box 244, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


TALENT FOR SALE! 


includes experience & ability 


Bright, creative copywriter who isn’t 
bound to a particular product or medium. 
My 5 years experience came the hard way 
working in smaller agencies. Versatile and 
fast, I ‘‘doubled in brass’’ .. . wrote 
rad./TV and print consumer copy as well 
as trade, industrial ads, sales shows, sales 
training, and cooked up dealer/distrib. 
promotions. No stranger to mail order and 
direct mail, I also did contact work so I 
know the A/E’s problems. I’m 30, single, 
coll. grad., want $9,000 and willing to re- 


locate. 
ADVERTISING AGE 


Box 247 
480 Lexington Ave. New York 17, N. Y. 


FLORIDA 


Unique, profitable opportunity 
aggressive agency executive de- 
siring Florida business interest 
in addition established agency 
activity. Participate manage- 
ment, advertising, major nation- 
al Florida orange juice develop- 
ment. Dairy, franchise, vending 
background valuable. For confi- 
dential early meeting, Florida or 
north — write, wire: CIRCUS 
CORPORATION, MIAMI 38, 
FLORIDA. 


( WE'RE LOOKING © 


for the most unappreciated 


ART DIRECTOR 
in the entire city of New York 


Whoever you are, do you want 
recognition or excitement or 
better accounts or more money 
or all four? 


If you are really The Most Unappreci- 
ated Art Director in New York we will 
expect you to prove it in Chicago—by 
showing us more talent, more experi- 
ence, more brains and moxie than your 
present job can stand. 

Tell us everything in your first letter. 


Box 241, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill y 


UNUSUAL GROWTH 
OPPORTUNITY 
FOR CREATIVE 
LAYOUT ARTIST 


One of largest and fastest growing 
agencies in the South has opening 
for creative layout artist. Man se- 
lected must be able to create quick 
conference sketches and saleable 
semi-comps ... must be a creative 
thinker and competent craftsman 
with good technique of indication. 
Is stimulating variety of work from 
magazine and newspaper ads to 
posters, booklets, point - of - sale 
and package design. Happy work- 
ing climate in an informal but 
hard-hitting organization. Excel- 
lent living conditions. Children 
enjoy outdoor play the year round. 
Age 30-40 preferred. Send samples, 
personal data and income require- 
ment to Box 245, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, 


| Til. All samples will be returned. 
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Critic Blames 
Admen for Drop 
in Beer Sales 


(Continued from Page 2) 
thirds of their ad budgets to news- 
papers, he added. 

He predicted that in 1955 brew- 
ers will use tv only for local spots 
and as a definite part of a cam- 
paign. 


=" Mr. Hopkins’ criticism was not 
restricted to admen, however. He 
lowered the ax on the brewers, 
too, saying that the beer industry 
has “lost sight of the fact that the 
product must be priced within the 
reach of the market it is made 
for—the working man.” 

A survey conducted for the U. 
S. Brewers Foundation by Archi- 
bald Crossley Inc., New York, 
showed that 23% of the people 
who “drink less beer now than for- 


MARKETING RESEARCH DIRECTOR 


Available for nenenes position 
with industry or advertising agency. 
Management must recognize im 
tance of marketing research an 
able to pay $12-14, 


Box 246 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, IIl. 


r- 
be 


MARKET RESEARCH 


Staff marketing research position available for 
college graduate majored in marketing in a 
company renowned for its leadership in the 
field of advertising, promotion and distribu- 
tion. Manufacturer of consumer goods, this 
company is located in the Philadelphia area. 
2 or 3 years prior research experience in the 
consumer field desirable. Excellent opportunity 
for advancement. Starting salary $5,000. to 
$6,000. 
Box 242 savers AGE 
200 E. Illinois St. hicago 11, Ill. 


The Midwest's 7 
outstanding placement 
service for Adv. - Art & 


‘isa 


pee 


Placement 
Counselors 


allied fields. 
By appointment only 
59 E. MADISON + SUITE 1408 


merly” have given it up because 


of the price, Mr. Hopkins said. 

He said that some of the brew- 
ers are attempting to get around 
the price problem by using new 
packaging methods. Anheuser- 
Busch, for instance, has introduced 
a 10 oz. package to sell at the same 
price as lower-priced 12 oz. pack- 
ages (AA, Nov. 15, 1954). 

The new package, he said, was 
conceived with the idea that peo- 
ple will be attracted to the low 
cost and buy, despite the smaller 
amount, in order to get a premium 
beer. 


® Mr. Hopkins took several other 
stabs at admen. He said that they 
had used themes which proved in- 
appropriate and resulted in a loss 
of sales. Calorie advertising, he as- 
serted, has been condemned by 
members of the industry as well as 
the federal alcohol administration 
of the Treasury Department. 

One brewer was quoted by Mr. 
Hopkins as saying that calorie ad- 
vertising made people conscious of 
gaining weight from beer-drinking 


which, in turn, resulted in a drop 
in sales. 

Regulation #7 of the federal al- 
cohol administration banned all 
beer advertising that made claims 
for low calories, low sugar content, 
vitamins or any other health in- 
ducement. 

Mr. Hopkins asserted that there 
is more shifting of agencies and ad 
personnel in the beer industry than 
in many other fields. Blaming 
agencies and ad managers for low- 
er sales is, he said, “‘quite an indoor 
sport of the brewing industry.” 


Bertsch & Cooper to Move 


Bertsch & Cooper, Chicago ad- 
vertising typographer, a division 
of American Typesetting Corp., 
has signed a long-term lease for 
what it says will be the largest 
plant of its kind in the U. S. at 
Jackson Blvd. and Racine Ave., 
Chicago. A second floor will be 
added to provide 52,000 square 
feet of floor space. The new 
quarters will be completed about 
June 1. 


MAYBE YOU ARE THE MAN WE WANT! 


Advertising and Sales Promotion Manager for 
Food Concern — The Leader in its Field. 


If you are thoroughly qualified by temperament, training and ex- 
perience to take over a new department devoted to expanding and 
co-ordinating all activities in the merchandising and promotion of 
our food products, this is an unusual opportunity. And we want an 
unusual young man, somewhere between 25 and 35 years of age who 
not only understands the marketing factors as well as the creative 
factors involved in food merchandising, but who also is keenly aware 
of the frequent changes in merchandising that are necessary in to- 
day’s competitive market, and is constantly on the look-out for fresh, 
new techniques and approaches. We want a man who can work well 
with others, and express his sales promotion ideas both verbally and 
on paper. Merchandising experience is a “must”. This is a responsible 
position offering every opportunity for financial growth with an out- 
standing food concern. Write fully, including previous experience, 
age, salary. Replies will be held in strictest confidence. 


Box 250 ADVERTISING AGE 


200 E. Illinois St. Chicago 11, Il. 


we LOVE 


Our Tourists In 


CEntral 
al 6-6670 a 


Live husband and wife team with office in 
progressive city adjacent to Boston—fifteen 
years direct selling—mail order and cus- 
tomer research operation with supervision 
of booth display at fair, flower and Sports- 
men Shows. Top year 1954. Rotarian and 
Rotary Ann. Ten years with one organi- 
zation. Still going strong. Open for new 
fields to conquer. Any suggestions? Box 
249 ADVERTISING AGE, 480 Lexington 
Ave., New York 17, N. Y. 


—_—_—__—__ 
Ly AY ph ggg | SPACE SALESMAN AVAIL- 
ABLE: Mr. Publisher: Are you seeking a 
matured seasoned Eastern representative to 
take over or open a New York office? On full 
or part time if non-competitive. Executives: 
Will you please bring this advertisement to 
the attention of interested parties? Heavy ex- 
perience in trade, business, farm, dealer, in- 
dustrial, consumer media. Now advertising 
manager of v4 national tradepaper, proven 
sales record, A. 1 business and personal ref- 
erences. Brief résumé on request. Detailed in- 
formation if interested. New York resident, 
well educated, good appearance, married. 
Write A.G. 1. a pom Cooper Road, Apt. 11 H. 
N. Y. 10 


—EEE = — 
DOUG SMITH, INC. > | 
A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


WHERE TO FIND 
ABLE EXECUTIVES 


Here in New York's la . most selective 
| of finely-screened, h-calibre execu- 
ive rsonnel, you'll find men of tested 
abilities — every business and industry, 
in all _ ases of administration, manage- 
nance, research, engineering, pro- 
advertising, sales, marketing, 
merchandising, distribution, sau, Phone rela 
tions an 


at no 
write us about your FF. 
There is no substitute for gr Aa 


The famed 


FORTY PLUS CLUB 


in its 17th year 
220 Broadway, New York 38 a sens | 
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.. . even though tourists spend a whopping 
$150,000,000.00 a year in Arizona — and 


Write now for enlightening new 
Consumer Analysis, Market Data Book 
and Circulation Coverage Folder. 


*Maricopa County 


Ey 


more than half of it in Metropolitan Phoenix* 
— three other industries each contribute even 


more to Arizona’s booming economy 


AGRICULTURE ...... . $415,123,000.00 
MANUFACTURING . . . . . $312,000,000.00 
MINING ......... . $240,697,000.00 


Here’s a major market on the move — with dollars 
aplenty to move anyone’s merchandise! The one-buy, 
single-insertion “Phoenix Republic and Gazette,” daily 
and Sunday, delivers complete saturation of Metropoli- 
tan Phoenix, plus state-wide coverage. 


THE PHOENIX REPUBLIC & GAZETTE 


PHOENIX, ARIZONA 
National Representatives: Kelly-Smith Company 
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There’s excitement from the first downbeat when the Stars of the 
Grand Old Opry face an audience. They’ve been doing it for years. In 
theaters, in personal appearances, on the longest sponsored radio series 
(29 years), on records (one star alone has sold 21,000,000). And now 
Flamingo Films brings to Television the biggest and most popular cast 
(125 of ’em) ever packaged in one TV Film Series. This thirty minute, 
brand new, film series is a sure winner — sure to get audiences, sure 
to make sales. 


There’s a basic appeal that moves through the television screens, 
takes hold of your heart and holds on tight. The Stars of the Grand Ole 
Opry have that priceless ingredient — compounded of naturalness and 
sincerity. People everywhere love ’em, believe in them, believe them. 
Hitch your sales wagon to these stars and you'll win the market. Watch 
what happens when the star wagon goes to market. It’s a big business 
you buy when you order the Stars of the Grand Ole Opry. $50,000,000 
dollars can’t be wrong. 


Q: How many films are there in the series? 


A: 39 half hours the first year. 


Q: Are they available in color? 
A: Yes, siree! Color and Black and White. 


Q: Can we personalize our commercials with star-films? 


ars ore availabe for commercial viens. Let us ive You 18 


A: Many of the 
details. 


Q: Are merchandising oF exploitation devices available? 3 
they are — color postcards, records, mats, po a . on. 
< ary for dealer distribution. And many more we'd like 
| in 
Q: We know these stars ore « smash in the rural sections. What's thelr oPP9® 


the large Metropolitan Markets? 
: question! Stars of the Grand Old Opry — —— 
oot Fare ge a een gad San Francisco. Kiel 
iladelphia, New Orleans, ba x ; —* 
por ge completely sold out two performances in 


afternoon. 


Q: What's 


st calls Stars of the Grand Ole a 

2 om age oh most recent scrapbooks rig = a“ oo 
ior pl ional magazines as , Newsweek, : 
me a ar tek etc. We'd sure like to show them to you 


a Record sales are an index of popularity. How do 


ade by “Opry” stars. 
all records sold in this country are m san 
“ ee. “many of stars sell far more records than Crosby 


Sinata.” Roy Acuff alone has sold 21,000,000 discs. 
do we get this important television 


these stars rate? 


Q: Sounds like a real solid opportunity. How 
franchise for our market? 


A: Call, write or wire Flamingo Films, 509 Madiso 


n Ave., New York City. MU. 8-4800. 


“ .. Grand Ole Opry live 
audiences have been as 
great as 43,000 a night!” 


STARS OF THE GRAND OLE 

OPRY 

With Jimmy Dickens, Roy Acuff, 
Webb Pierce, Ernest Tubb, Carl 
Smith, Rod Brasfield, Minnie 
Pearl, June Carter, Cowboy 
Copas, Marty Robbins, Kitty 
Wells, Martha Carson, Duke of 
Paducah, Goldie Hill, Lew 
Childte, Lonzo & Oscar, Smilin’ 
Eddie Hill, others 

Producer: Al Gannaway 

Director: Richard C. Kahn 

39 -half-hours 

Distrib: Flamingo Films 


Flamingo Films ought to hit the 
jackpot with “Stars of the Grand 
Ole Opry,” a series of extracts 
from the Saturday night jamborees 
of the Opry crew filmed down in 
Nashville. Aside from the 20-year- 
o!d track record the Opry has set 


2 on NBC Radio, plus the millions 


of records the stars of the Opry 
have sold, Flamingo has as its key 
asset in the series the fact that the 
films are just bursting with top- 
flight entertainment, not only in 
music but in comedy and dancing. 
It’s one thing to have a show 
presold in terms of acceptance and 


prestige, but Flamingo fortunately 
has what also appears as a red-hot 
series that in any case would catch 
fire on its own. 


With a total of 125 acts to choose 
from, producer Al Gannaway has 
broken the series down info a 
setup where five of the Opry stars 
will rotate as emcees, with others: 
rotating in the various films. Five 
emcees are Roy Acuff, Jimmy 
Dickens, Webb Pierce, Ernest 
Tubb and Carl Smith, with such 
reguiars as Rod Brasfield, Minnie 
Pearl, June Carter, Cowboy Copas, 
Kitty Wells, Marty Robbins, 
Martha Carsorm and the Duke of 
Paducah appearing most regularly. 
Show caught featured Dickens as 
emcee, surrounded by Miss Carter, 
Brasfield, Copas, Lonzo & Oscar, 
Smilin’ Eddie Hill, and Lew Chil- 
dres. It's a plenty talenteds crew, 
with Dickens a fine country music 
singer, Miss Carter a highly tal- 
ented comedienne, Lonzo & Oscar 
a topnotch slapstick singing crew, 
Brasfield a familiar comic and 
Childres a spirited dancer. If all 
the Opry pix are as good as this 
one, Flamingo’s got it made. 


*That’s what America spends every year on Stars of the Grand Ole Opry 
— the applause meter in American entertainment is the cash register. 


“STARS” OF THE * ™ 


OLE 
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